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The Philadelphia Eagles have ap-| 
pointed an advertising agency, one | 
of whose first tasks will no doubt 
be a little research job on the T-for- 
mation of the champion Chicago 
Bears. | 

aie | 

The revered American Medical 
Association will now accept vitamin 
products, formerly designated by 
this scientific body as “a deplorable 
shotgun prescription.”” Something 
like the old-fashioned doctor’s in- 
yariable use of calomel and quinine? 


7 ee 


“Again America’s women are 
proudly saying, ‘I made it myself,’ ” 
according to the Cohn-Hall-Marx 
Company. And some of them are 
probably adding, “Of course, I'll do 
better next time.” 

, i Ae 


Reader’s Digest’s Plug Shrinkers 
say they received “an unsigned let- 
ter with a Grand Central substation 
postmark, written in best copy style, 
charging a Communistic attempt to 
destroy free enterprise.” 

Imagine a Grand Central copy- 
writer giving his best for nothing. 

ne ee 

ADVERTISING AGE says durability 

d quality will replace chic and 
glamor as copy themes for Revlon 
lipstick. Are goldier boy kisses that 
hard on the misses? 

a 


The FTC has filed a complaint 
against the makers of the famous 


Red Cross shoes for using that mark 
as its brand. And no doubt the Rip | 
Van Winkle who wrote the com-| 
plaint rubbed his eyes as he ex-| 
claimed, “How long has this been | 
eung on?” . 
. , Vv F 
The St. Louis Globe-Democrat 
shows a fly-on-the-ceiling view of 
three executives looking at its new | 
market map, and_ unfortunately | 
their bald spots clamor loudly for | 
Vitalis and Herpicide. 


° e ¥ 
James Caesar Petrillo says com-| 
mercial industries using canned 


music are getting rich while musi- 
cians walk the streets without jobs. 
And if they’re not awfully careful, 
they'll walk right into the employ- 
ment office of a war industry. 


a ee 
National Wine Week won't be| 
celebrated until the middle of Oc- 


tober, and maybe by that time 
there'll be some Allied victories | 
worth breaking out a few bottles 
for. 
v v v 

The old-fashioned country pub- 
lisher who called his paper a tri- 
wee} now has a son who desig- 
nates a publication issued twice 
every month as a bi-monthly. 
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FOR TRUCK FLEETS 


NEW PLAN SHOWS HOW,. SAVE. 
THOUSANDS «TONS «RUBBER 


ag ~) & Ff GOODRICH offers services of tire 
Engineers Such as These... 


| | phe fe Americe’s truck Geers SQenurdy 
| show program extends tre Whe lrwct 
| 2 Owners \ey pian saves mere than # cosm 
| 
= H . “ menetindas 
. * - — | 
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BEGoodrich 
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B. F. Goodrich, in a large-space adver- 

tisement in newspapers, promotes rubber 

saving in general and its own specialized 

service for truck tires in particular. 

Truck fleet owners are asked to use a 

plan successfully employed on bus fleets 
for the past 15 years. 


Advertising Gains 
Stature in War 
Information Plans 


|report 


Old Gold Sales 
Zoom on Wings 


of New Campaign 


‘Reader's Digest’ 
Report Copy Proves 
Powerful Stimulus 


By IRWIN ROBINSON 


New York, Aug. 6.— In hitching 
its sales star to the Reader’s Digest 
on the relative smoking 
qualities of leading brand cigarets, 
P. Lorillard & Co. seemingly has hit 
the jackpot in behalf of Old Gold, 
observers in the tobacco field indi- 
cated today. The aggressive news- 
paper and radio campaign that got 
under way the first week in July is 
said to have boosted sales as much 
as 300 per cent in some markets, 
and if the gains are held for the re- 
mainder of this year Old Gold will 
probably equal, if not surpass, the 
peak sales year of 1937, when two 
sensational advertising campaigns 
lifted the brand to new heights. 

In no industry are sales figures 
such closely guarded secrets as in 
the cigaret field, but data made 
available to ADVERTISING AGE today, 
relating to what is regarded as an 
accurate index to consumer buying 
—the cigaret merchandising ma- 
chine—revealed that in the metro- 
politan New York area the sales 
spurt has been phenomenal. Within 
three weeks after the Neader’s Di- 


But Increased Use 
of Paid Space 
Is Not Expected 


By HAL BURNETT 


Washington, D. C., Aug. 6.—Ad-| 


vertising will play an increasingly 
important role in the government’s 
war information program in coming 
months, 

But advertising media can expect 
little additional billing from gov- 
ernment campaigns—either those 
by private industry, or 
those paid for by congressional ap- 
propriations. 

This is the considered opinion of 
men from the advertising, publish- 
ing, and broadcasting industries 
who are taking an active part in 
reorganizing the government’s in- 
formation and _ publicity services 
under President Roosevelt's direc- 
tive to Elmer Davis, director of the | 
Office of War Information. 

As Mr. Davis completes his study | 
of ‘the overlapping functions and 
wasteful publicity practices that 
were the targets of newspaper edi- 
torials before his office was created, 
it is expected that advertising men 
will assume relatively more impor- 
tant positions in the streamlined 
OWI, and in other war agencies. 


Bi B. Van, the vaudeville and a - 
pine soap expert, heads the human Press Agentry” Out 
* s_ division of Fellows Gear) But this does not mean that the 
“Aaper Company, and the only fel-| government will substitute paid 
at o knows any more about hu- campaigns, financed by taxpayers 
~ Felafions is Dr. George Gallup. (Continued on Page 29) 
yr, 
_ The Cigar Institute reports a new 
s-ye peak in cigar smoking in| DIRECTORY OF FEATURES 
“une. It couldn’t have been caused | Ad-libbing 12 
oy the June brides, but maybe the Admen ay the oe Forces = 
umper crop of 1942 babies had| Pisry of an Adman - 
‘met! ng to do with it. Editeriale. 12 
yee, Getting Personal 
The OPA will be delighted to| Guyana” [or Advertisers = 
“afm toat the price ceiling on sub- Photographic Review rT 
*8Y fares to the world’s series next | Post-War Planning 
tober will remain at five cents. Private Lines 
Rough Proofs \ 


Copy Cus. 


| Voice of the Advertiser 


gest theme was launched on 
‘merry path, Old Gold orders for 
/ machine servicing had doubled; and 
|currently they are running three 


|times what they did in the period 


|just preceding the start of the cam- | 


| paign. 
Other Imposing Gains 


Elsewhere, too, the gains reported 
are imposing. In Boston the spurt 


is placed at 55 per cent; Baltimore, | 


65 per cent; Syracuse, 75 per cent; 
Akron, 30 per cent; and Minne- 
apolis, 40 per cent. 
formed sources report that the gains 
are more pronounced in Eastern 
markets than elsewhere; and espe- 
cially in larger cities. 
Especially significant insofar 
(Continued on Page 27) 


as 


TO CONSUMERS 


ee ae 


Charles A. Krause Milling Co. sells to 
brewers, not the public, but it takes this 
page in Time to back the brewing indus- 
try's save-metal drive. (Story on Pg. 6.) 


28,052,160 U. S. 
Homes Have Radio 
—$).8% of Total 


Gain in Sets Shown in 
First Census Report 
of Entire Country 


its | 


Washington, D. C., Aug. 5.—In 


dwelling units in the United States 


In general, in- | 


had radios, while in 1930 only 40.3 
per cent of the occupied dwelling 
units reported ownership of a re- 
|ceiving set, according to an advance 
|release issued this week by the 
Bureau of the Census—the first re- 
| port on home radios which includes 
‘data for the entire United States. 

| Radios were reported in 28,052,- 
| 160 occupied dwelling units in the 
1940 census of housing, while in the 
1930 census only 12,048,762 radio 
homes were found. 


| radios, 
‘the percentage was 79, and in rural- 
farm areas, 60.2. 

(Continued on Page 26) 


Last Minute News Flashes 


Government Granted Delay in Petrillo Suit 


Chicago, Aug. 7.- 


Little hope of speedy settlement of the government’s 


anti-trust suit against the American Federation of Musicians was seen 
here today after Daniel B. Britt, special assistant attorney general, won 
a continuance until Sept. 16 of arguments on a temporary injunction to 
crush the union ban on recordings. The union edict will remain in effect 
until the federal court hearing unless James C. Petrillo, AFM president, 


unexpectedly backs down. 
Page 10.) 


(Earlier 


news of the anti-trust suit is on 


Metropolitan Group to Sell Third-Page Units 


New York, Aug. 7.—Metropolitan 


Sunday Newspapers announced to- 


Heinz Soup Change 
Sets the Stage for 


1940 82.8 per cent of all occupied | 


In urban areas| that of 1941. 
91.9 per cent of all homes had | 
while in rural-nonfarm areas | 


| bled by the stores. 


lof Living,” 


day that effective Sept. 20 one-third page units will be available for the | 


first time in the group’s comic sections. 


been one-half page. 


The minimum heretofore has 


Open rate for the new unit is $10,802 for the basic 
list of 14 papers, with circulation of 9,796,000. 


New discount schedule 


for space used within one year ranges from 3 per cent for 6 to 25 inser- 
] 


tions, to 7 per cent for 52 or more. 


Esty Plans New Campaign for Super-Suds 


New York, Aug. 
new campaign soon for Super-Suds 
Co., recently named agency. 
ing schedules have been cancelled. 


New York, Aug. 7.—Featuring 


7.—Colgate-Palmolive-Peet Company will release a 
, the first prepared by Wm. Esty & 
Pending appearance of the new copy, exist- 


12 American Molasses Schedules Expanded Promotion 


“sugar saving recipes,” American 


Molasses Company will expand its campaign with a schedule comprising 


newspapers in several key markets. 


= Everywoman’s, Family Circle and Woman’s Day, and possible use of 


First copy will break in September. 


ig Charles W. Hoyt Company is the agency. 


‘that Heinz 


Spirited Battle 


New Competition 
Looms for Campbell 
Next Fall 


New York, Aug. 6.—Announce- 
ment this week that H. J. Heinz 
|'Company will henceforth produce 
only condensed soups pointed to the 
_probability that starting next fall 
the two biggest names in the canned 
‘soup field—Campbell and Heinz— 
will vie with each other more 
'vigorously than ever before for 
consumer favor. 
| The Heinz move, necessitated by 
last spring’s WPB tin conservation 
order which ruled out non-con- 
densed soups after July 31, marked 
the first major change in the com- 
/pany’s soup merchandising program 
|after 45 years of leadership in the 
| ready-to-serve field. Production of 
| condensed cream of pea soup is 
already under way and more varie- 
| ties will be added as vegetables be- 
come available. The full line, how- 
ever, will not be on the market 
‘until fall. 


Switch Made Easier 

That Heinz intends to merchan- 
'dise its new products aggressively 
|is a foregone conclusion. The com- 
pany recently resumed heavy news- 
paper advertising, following a lapse 
of several months, featuring the 
ready-te-serve line of which large 
stocks were still available. But 
Heinz cancelled its advertising of 
soup and beans when it discovered 
that stocks of these products 
| throughout the country were much 
smaller than it figured when the 
campaign was planned. With the 
anticipated renewal of advertising 
this fall, emphasis of course will 
be switched to condensed soups. 
Sources close to the Heinz account 
indicate that this year’s entire ad- 
|vertising appropriation, despite 
|packaging problems, will exceed 


In another of its institutional ads 
in newspapers, the company next 
Monday will pay a new tribute to 
|the corner grocery store, asking 
bree to be patient during 
these days of price ceilings when 
exhaustive records must be assem- 
Headed “Help 
Your Grocer Keep Down the Cost 
the ad, running 1,000 
and 1,800 lines, was released to 400 
newspapers throughout the country. 


Both Spent Heavily 
Indicative of the competitive bat- 
tle in the offing is the fact that 
combined soup advertising expendi- 
tures for Campbell and Heinz last 
year totaled nearly $5,000,000 in 
newspapers, magazines and net- 
work radio. Campbell spent more 
than $4,000,000 in these media, and 
the expectation is that Heinz will 
accelerate its spending pace _ in 
order to win quick acceptance for 
its new lines. 

A hint of the merchandising tack 
intends to follow was 
seen today in an examination of the 
new condensed soup label, which 
features a red, white and blue color 
combination with the familiar key- 
stone trademark in white against 
a red background, and the word 
“new” encased in a white on blue 
seal. 

Apparently realizing that custom- 
ers will need careful guidance 


in 
ithe preparation of a condensed 
soup, after using the ready-to- 


serve variety for so many years, 
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Heinz has hit on a unique device ADOPTS WARTIME DRESS FOR NEW LINE 


Sgt 
which supplements the simple Nutrition Value 


directions that are similar to those 
on the Campbell can. This con- 
sists of an oblong panel on the 
label, offering a pictorial formula 
for preparation: a can of condensed 


of Canned Foods Is Anticipated 
soup plus a can of water equals a 


. New York, Aug. 7.—No let-uy jy 
to Be Studied liquor merchandising was an/'jcj- 
bowl of steaming soup ready to eat. oe ? pated here today as the resu!: of 
The emphasis in this formula, how- GREEN PEA weet is en? the forthcoming WPB order 


No Diminution 
of Whisky Copy 


ever, is on brand recognition—an we fe Washington, D. C., Aug. 6.—An| nating whisky production N; 1 
effect that is carried out by show- SOUP a) _ dengeeaee Gite, ventana exhaustive research program for) The industry has a five-year s ly 
ing a white outline of a can with a 57 VARIETIES SUFFICIENT TS, THE CONTENTS OF THIS can the study of nutritional values of|on hand and will make every «" t 
the Heinz keystone standing out hee HJ MEIN? CO. PITTSBURGH, PA —.. Cio ate eat TO 8ONG canned foods got under way this|to move these stocks. 
prominently in miniature. 2 a = 0 aE - oedema week, financed jointly by the Na-| Some trade observers hinted (at 
While the Heinz move attracted phe a ae “ind ster” MALHEINZ CO. ies tional Canners Association and the| promotion might even be int: <j. 
major attention in food circles, the Can Manufacturers Institute. | fied, due to rising taxes and a 
rapid progress being made in the | New condensed soups of H. J. Heinz Co. will appear in cans bearing labels Financial grants for part of the| sequent higher prices to consur «rs 


dehydrated soup field was likewise, similar to this ok ae eae pally be = against a red =| study have already been made to|Gin promotion is already out di 


a chief topic of discussion. De-| | the Universities of Arizona and/ earlier WPB orders, but majo: 
velopments here included the dis- | Wisconsin, and other sums will be | ventories are whiskies, which r 
closure that Thomas H. Lipton, Inc.,| equipment has been placed high on| Dainty Food Manufacturers, Chi-|set aside within the near future, it|sent 85 per cent of total lic 
distributor of Continental souv mix, | the priority list. cago. Virtually all of these are in | was annnounced by E. J. Cameron,| volume. Indications are that bl: 
will shortly start operating its own Since the debut of Lipton’s Con-|the early stages of distribution,|director of the association’s re- |may decline in importance, du 


dehydrating equipment and _ wiii|tinental, Skinner & Eddy’s Minute] with little, if any, consumer adver-|search laboratories. Assistance has|lack of alcohol production fa: 


expand its varieties. Man, and General Mills’ Betty|tising used thus far. been promised by scientific advis-| ties. : 
It was also reported that Camp-|Crocker dehydrated soup brands,| The most recent government fig-|ors both inside and outside the in-| The latter point appeared to »e 
bell has placed an order for de-|numerous others have appeared on|ures published on canned soup pro-| dustry. a factor in Schenley’s annour::- 


hydrating equipment, but whether|the market, and merchandising} duction, for 1939, indicate that 28,- An estimated 30,000 samples will| ment today of a new divis ». 
this is for experimental purposes|efforts are being stepped up all| 000,000 cases were packed that year,|be taken during the course of the|Stagg-Finch Distillers Corporat 
or more serious entry into the field,| along the line. Newcomers in the|representing a manufacturing vol-|research program this year, Mr.|handling straight whiskies o: |y 
was not certain. Beech-Nut Pack-|field include Joseph Tetley & Co.,|ume of $76,000,000. Cameron said, with products to| with K. H. Seidel as adverti 
ing Company is also listed among|New York; Jiff-e brand; A. Good- ———_—_—_——— come from all important sections in| manager. The latter was form: :|y 
those considering dehydrated soups.|man & Sons, New York; Food Craft Agency Moves Quarters which they are canned. About 25| with the Oldetyme Distillers , it, 
Due to the need for conserving tin| Mfg. Company, New York, Kay’s Consolidated Advertising Agency products will be assayed, including | whose blended brands, Green R> er 
and the expanding requirements of|soup mix; Union Food Products,|has moved to 341 Madison avenue, | fruits, vegetables and seafoods, for|and Three Feathers, have been _ b- 
the armed forces, dehydrating | Brooklyn, Susan Baker brand; and|New York. six vitamin factors—Vitamins A | sorbed by the main Schenley \ 

; and C, thiamin, riboflavin, niacin 


and pantothenic acid. Important . 
minerals also will be tabulated, at L&T Consolidates 
laboratories connected with the in- |Marketing Operations 


| i dustry. Lord & Thomas, New York, as 
VOX _ an Wade. Ine. consolidated media, research id 


To Study Storage Effects radio time-buying departme ts 


The sponsors hope to determine | Under one division, headed by Sam- 
THONY 6202 the effect of storage on vitamin uel E. Gill. Mr. Gill, formerly «i- 


contents of representative products, rector of research, will hold the 


. title of director of marketing ; 
and the plan also calls for a series | media. & d 


of correlation tests to compare the | Reporting to Mr. Gill will be J. 
June 23, 194: results from methods used for as- |S. Spiegel, manager of printed me- 
says and those for standard feeding |dia purchases; John D. Hymes, 
tests. Other points to be studied |™anager of radio purchases, and 
‘include the distribution of vitamins | Catherine C. McCarthy, manager of 


Mr. James L. Free, Pres 


dh sident as between solids and liquid con- | te research department. A similar 
right-Sonovox, Inc. | tant d chamese which may ceuslt consolidation was made in the Chi- 
180 N. Michigan Avenue ent, and changes Ww ay oe cago office of the agency last win- 
Chicago, Illinois |from preparation of foods for the ter, with Dr. Lyndon O. Brown 
a | table. now a vice-president, heading the 
_ | The association and Institute de- | combined departments. 
I believe you will be interested in an award whic! | termined upon the vitamin study | -.... on 
came our way - but which should rightfully he a... it was said, after nutrition authori- Ad Execs Name Healy a 
your organization, entfully be shared by ties repeatedly asked for analyses | 


| Henry M. Healy, advertising man- 


Bin Allied Mills Spot announcements ne bes S oa — 2 — | ager of the Transcript, Holyoke, 
est Award for Radio Spot ranean wage. Scnovox won High- know the amount of vitamins they | Mass.., has been named Massa- 
petition sponsored by our National Advertia nationwide c m= contain. The work is also in accore | chusetts vice-president of the News- 
the nation's largest network of advertising ansann Network, with the research principles adopted | paper Advertising Executives Av:- 

e weit after the President’s conference or | sociation by William Ellyson, Jr., 


But mo n ' "a A 
ore important than the award itself were the res advertising director of News 


produced by the announcenest lts ae in 1941. | 
, P cements. he eaan P > Te. > . '. ; 
feature of « spring promotion thie yovers Af outstanding Plans for future study. also in | eee ert eciiont ey Van and 
in ‘ ) > brine huge j : : . ass ¢ : . cre 
creases in feed tonnage to Allied Mills Ine ‘a gre clude technological research which | ation presiden 
esmen reported many . ° _— sers and 
oninaie r ec@ many unusual reactions to the "talking 


|}may lead to better retention of | ° —_— ‘ 

vitamin factors in products where ‘To Dedicate Radio City 

ithe canning procedure now indi-| Official dedication of the Milwau- . 
cates a loss of these factors; an¢ | kee Journal Company’s new Radio 

‘actual feeding studies to demon-| City will take place Aug. 23. The 

‘strate the value of canned foods in | "¢W ,Million-dollar project houses 


Pas asi " a i ' ge 
e e 
Singing and We are naturatly hich 
lthe diet. jall WTMJ-W55M activities, with 


- . 
- 
Talking Sound all W es 
| provisions for future television sta- 


e . , An advisory committee represent- | tion WMJT, and includes sales, 
ef Big (4) C~ ing the canning industry has been | programming and executive offices. 


/named to assist in the program, and eat aaety 


a a scientific advisory group probably | P]g Beall 
trom User! will be assembled soon. ns Annual Picnic 


» including such remarks as, 


“ 
v me ~ar 
rooster crowing it seems to ow Every time I hear a 


‘It Pays to Feed Wayne'", 


ly pleased to pass or 


p @ foodly s 
our food fortune to § novox G°90G. 
. 


The Chicago Association of Manu- 
facturers’ Representatives will hold 


its annual picnic at Salem Farm, 25 
Hesse Heads Schenley miles northwest of Chicago, Sat- 
Sales and Advertising urday, Aug. 15. 


S. D. Hesse has been appointed 
director of sales and advertising for 
|Schenley Distillers Corporation, 


Thank you, Louis E. Wade, for your generous tribute to Sonovox. |New York. 

Mr. Hesse, who was formerly 

We are only too happy that Sonovox could share with you in both | with Schulte-United, Inc., and J. H. 

, . , Mack Corporation, joined Schenley 

the honors of the Award, and in the “promotion that helped bring in 1934 as advertising manager of 

. , , , a |the monopoly states division. He 

huge increases in feed tonnage to Allied Mills, Inc. | was named assistant advertising di- 

ae | rector two years later, and in 1939 
’ . . . . aes » ¢ rertici y “Ar . 
| Also, Mr. Wade—please don’t forget that our big-time production became advertising director. 
departments in New York, Chicago and Hollywood are.ready, willing Crandon Named V.P. 

and eager to work with you agencies in developing further new, com- Albert S. Crandon, Hartford-Em- 

. ms | pire Company, Hartford, Conn., has 

pelling Talking and Singing Sounds—and further “huge increases ‘been elected executive vice-presi- 

. . : ‘ . . | dent in charge of factory operations, 

ye not only in your clients’ businesses, but also in your own radio |and a member of the board of direc- 


|tors of the American Window Glass 
| Company, Pittsburgh. Mr. Crandon, 


| - |who was formerly affiliated with 
WAS vine | American Window Glass, succeeds MILLION DODGI 3S 
the late W. L. Monro, Jr. For one of America’s la'sest 
> 
»  WRIGHT-SONOVOX., INC. 


. billings. 


food chains we recently f° 


Joins Projector Corp. duced a series of Nutritior pot 
. “Talking and Singing Sound” } P motion pieces, Eight and °n¢ 


Jack Lindsley, formerly in the ad- ] pag million copies are >ciné 
CHICAGO .... NEW YORK .... HOLLYWOOD 


vertising department of Schnefel | gsore-distributed from coz»! t? 
Bros. Corporation, Newark, N. J., coast Cost per thousan: was 


nteow a Graeme we , ani- ? 
maker of La Crosse nail and mani extrémely low. Care for 4: ils! 


FREE & PETERS, INC., Exclusive National Representatives |cure preparations, has been named 
|assistant advertising manager of In- 


assistant advertising manager of In- PS SSS tt Cem SE 
CHICAGO: iho \. Mucheeaw MEW YORK: 25> Part Ave SAN FRANCISCO: |: ) Switer ~ HOLLYWOOD: :<:2 N. Gerdow ATLANTA: (22 Palmer Bidg. ernationa rojector orporation, 
Franklin 647% Plara $4141 Sutter 4355 Gladstone 3949 Main $667 New York. 
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& Harris likes the hardware business. 
His father started the store in 1890, with a 
hundred dollar stock. As the town grew and 
the county filled up, Harris Hardware Co. 
vrew with it, has supplied something to halt 
the homes around, Ed has traded in iceboxes 
his father sold for new mechanical refrigerators, 
replaced tin bathtubs from the Harris store for 
new colored porcelain bathroom ensembles. 
Ed Harris is sold on this country’s future 
he can check its past on his own ledgers. 

Just now Ed’s biggest job is helping his 
friends and customers get along without new 
things, making old machinery, pumps and 
tools last longer. He’s more of a service man 
and errand boy this year than a merchant, 
and his profits can be put in your eye. But Ed 
isn’t worried much about profits. The big 


The American Magazine 


THE 


iN 


People who give a damn! 


thing, he says, is to keep this country going, 
and not let anybody take it away from us. 


° 

ie is one of the folks who do give a damn 
about this country, because they have a stake 
init... The American Magazine has always 
had a lot of readers like Ed Harris, has a lot 
more today because there are more people 
who realize their stake in this country today; 
and ‘The American Magazine tries more than 
any other to tell them what to do about it. 

For more than twenty years, the interest 
of this magazine has been the interests of the 
people of this country. When getting a better 
job, finding a better way to live, making more 
out of environment and little opportunities 
were the important things to most people, ‘The 
American Magazine treated their wants and 
problems with seriousness and respect, tried to 
find the answers, the way out and up. 

‘Today, the main issue in this country and 
everybody’s business is winning a war. We've 


never been in a world war before. We don’t 


SERVICE o F 


General Motors Building, Detroit . . . 333 North Michigan Ave., Chicago . 


THE 
The Crowell-Collier Publishing Co., 250 Park Ave., New York City . 


; 


know much about it, what it means, what it 
takes, how it works, what happens afterwards, 
‘Today, the business of this magazine is to tell 
Americans what they have to know, to find the 
answers to the new questions . . . See any 
recent issue, 


b.. vuseE. this magazine does a better 
job today in serving the Americans most 
worth serving; because it does more than 
magazines Which merely inform or entertain 

‘The American Magazine has more meaning 
and influence with more people who make 
this country, make policy and politics as well 
as Sales has their car and their interest No 
magazine ollers a better audience, gets a better 
reception with the people who make advertising 
pay off! ... Find out more about this magazine 

. and you'll find the major medium for 
today’s needs, the top value as today’s adver- 


.. Ask any 


office for what you 


tising buy! . 


ought to know! 


NATION 


.. 720 Statler Office Building, Boston 


. - 235 Montgomery St., San Francisco 
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Fuel Shortage to 
Result in Sharp 
Promotion Increase 


Many Industries Plan 
Special Efforts to 
Meet Problem 


New York, Aug. 6.—If fuel for 
heating is going to be scarce this 
winter—and no one any longer seri- 
ously doubts that—the only possible 
solution is to make the most effi- 
cient possible use of what fuel is 
available, the heating and allied 
industries have decided, and as a 
result a coordinated and sustained 
drive of major proportions, aimed 
at creating and maintaining the 
greatest possible amount of heat 
with the smallest possible volume of 
fuel, will get under full steam soon. 

Following an all-industry meeting 


held here by the American Society. . . 


of Heating and Ventilating Engi- 
neers, at which the fuel-shortage 
problem was canvassed from all 
angles, the engineering group de- 
cided it would make its first coor- 


dinated effort to awaken the public | doors to a home, fuel savings will | 
to the seriousness of the problem | accrue from the reduction in heat 


BAKER DRAMATIZES 


EES SS —— 


VITAMIN CONTENT 


through a “War on Fuel Waste” | loss. . .” | 
|week, which will be held Aug. | As a result of this broad-gauge | Taiko VIM Wardens | 
17-22. Object of this week will be| approach, it appears inevitable that | .e . eo Tee 
to arouse the public to action, and | heating plant manufacturers, burner $Y “A Fa geste ogg } 
government cooperation, local, state | and stoker makers, fuel suppliers, 
and national, as well as the cooper-|as well as manufacturers of 
ation of civic groups, service clubs| weather stripping, insulating mate- 
and others, in addition to units of| rials, storm sash and doors and all 
the industry, will be sought. /other groups identified in any way 
| with the production or retention of | 
Many Groups Represented | heat in homes, will make a decided | 
In attendance at the meeting were effort to increase the heating effi- | 
representatives of such organiza- | ciency of the nation by a consider- | 
tions as the Heating, Piping and Air | able extent during the next several 
Conditioning Contractors National weeks, when most major repairs or 
Association; Oil Burner Institute;| replacements will have to be com- 
Stoker Manufacturers’ Association; | pleted if they are to be ready for 
Anthracite Industries; and numer- | cold weather. 
ous government departments. In a| 
| statement quoted in the forthcoming Is National Problem 


called "vim wardens’ to help dramati 
bread. The “wardens” are included 
throughout the comp 


= | 
Freihofer Baking Co., Philadelphia, has 


TFraihofows VIM Wardens 
Eonich 


the PERFECT BREAD with... 


| 


adopted the use of three little figures 
ze the nutritional value of its enriched 
in all copy appearing in newspapers 
any's marketing area. 


issue of Domestic Engineering, E.O.| That the problem, while most} ; 
Eastwood, president of the engi- | acute on the Eastern seaboard, is dustry believes” that 25 per = 
neering group, outlined some of the | actually national in scope, is pointed of the oil burning systems on t ; 
objectives of the drive as follows: |out by Domestic Engineering, critical Arcos eagaf nt total of 00,00 
“The Society feels that one of the| which says that diversion of sup. | inetallations—must be converted to 
|most important conservation meas-| plies even from the Middle West, | coal. If this is done, and a 
/ures is to have every heating plant | and particularly from areas not advance se = a o 
‘immediately surveyed and tested by | now seriously affected but which are coal is arranged for, the public a 
‘a competent engineer or contractor |a considerable distance from sources | 8 through the coming winter wit 
Another important considera- | of supply, may cause fuel scarcities |™!2!mum discomfort, provided that 
tion is to instruct the home owner|and discomfort in those areas as|the remaining 75 per cent of the oil 
in the most efficient firing and oper-| well as in the regions more directly burning installations are put in top- 
‘ating schedule. affected at present. notch operating efficiency. ; 
| “With the proper application of| To avert the danger of less than| Spurred on by a campaign which 
insulation and storm windows and | satisfactory heating levels, the in-|2omestic Engineering has been con- 


AWIK 


) 


tractors are expected to appear in 
the forefront of the fuel conserva- 
tion drive, designating themselves 
as “headquarters for fuel saving,” 
and making use of promotional and 
inspection programs developed for 
them by the magazine. 

An indication of the efforts which 
various factors in the industry will 
put behind the drive may be gleaned 
from the advertising pages of this 
| publication. For example, the heat- 
|ing division of Anchor Post Fence 
Company shouts: “The lid is off! 
Sales and profits pouring in to Con- 
_vert-O-Grate dealers. Government 
|demanding oil burner conversions! 
Dealers report ‘swamped with let- 
ters, telegrams, phone calls.’”’ And 
Delaware, Lackawanna & Western 
Some call it “air force”—to others it’s simply Coal Company, one of whose con- 

sumer advertisements is reproduced 
KMBC advertising. At any rate, it’s the power on Page 10 of this issue of Apver- 
TISING AGE, urges dealers to take on 


that sends sales soaring higher and higher in ''S line of Blue Coal conversion 
grates immediately. 


ducting in its columns for many 


months, plumbing and heating con- 


the Midwest these days. When you take off on 6 matic URGES DEALERS 


TO PUSH SERVICE STORY 
Bloomington, Ill., Aug. 6. — Fuel 


. . + | saving and conservation of vital ma- 
the services of by far the largest radio staff in ‘terials are the twin themes upon 


with KMBC, you go places because you've got 


‘Life’ Announces 
Boosts in Rates . 


and Circulation 


New York, Aug. 6.—Substantia] 
increases in advertising rates and 
circulation guarantee for Life were 
revealed today with the release of 
Rate Card No. 12 for the publica- 
tion, which goes into effect with 
the issue of April 5, 1943. The new 
guarantee is 3,300,000, in contrast 
to the existing guarantee of 2,750,- 
000, and the new one-time black 
and white page rate is $9,200, com- 
pared with the existing rate of 
$7,800. The new agate line rate is 
$16.50 on a one-time basis, while 
the existing rate is $14. 

One-time rates for all units are 

subject to discounts of 4, 8 and 10 
per cent for 13, 26 and 52 inser- 
tions, respectively. At the same 
time, the notification period for any 
;new rate announcements has been 
|shortened from 26 to 13 weeks. In 
connection with the circulation 
| guarantee, Thomas F. Ward, adver- 
tising manager, advised advertisers 
land agencies that the delivered cir- 
culation of Life on current issues 
is running over 3,800,000. 
New one-time rate for four-color 
process insert pages is $13,185 com- 
;pared with $11,180 on the existing 
;card; the back cover rate is ad- 
vanced to $17,065 from $14,460; 
second and third covers to $13,185 
from $11,180; and two-color insert 
process pages to $11,240 from, 
$9,530. 


Manville to Donahue & 
Coe as Research Chief 


Richard Manville, for the past 


Kansas City . . . the highest quality in pro- ‘ing Corporation is building an ag-| Newell - Emmett 
. ; l as direc arket 

grams and production . . . the strongest, most | aimed at keeping its dealer organ-| N¢W York: @s director of mai 

consistent promotion . . . and of course, the |strengthening both owner and dealer | eral books on advertising, and has 


assurance that KMBC leads in Kansas City the company not only cannot sup-| Vertising and promotion policies for 


|which Williams Oil-O-Matic Heat-| five years advertising analyst with 
Company, New 
gressive “victory service program” York, has joined Donahue & Co. 


: . ; ; — research. 
ization alive and maintaining and 


Mr. Manville is the author of sev- 
good will during the period when| been a consultant on editorial, ad- 


ply oil burners, but when many) V@rious publications. 


> oe 


find it increasingly hard to get fuel. 

The “victory service program” is 
being explained to dealers at a score 
of clinics throughout the country, 
nine standards of station superiority. For @ at which informal discussions of 

mutual factory-dealer service prob- 
quick flight to sales heights, call in a Free & lems are featured, and dealers are 
given a kit explaining the program. 

The program is built around the 
“victory survey” of home owners’ 

it’ heating plants, regardless of the type 
"TE $| of heating unit employed. This sur- 
vey includes a study of the type of 
construction of the house, the win- 
dows and doors and presence or 
lack of weatherstripping and storm 
doors, insulation, etc., plus a de- 
tailed study of the heating plant 
itself. 

Dealers are urged to work out 
profit sharing arrangements on ac- 
cessories and services they do not 
handle, since “your use of the Oil- 


Fact is, KMBC measures first in this area by 


Peters man and reserve space on this “9 Way 


the Winner” station. From then on . 


(sequiog Des Yys1414g) 
»WYNITVLYD,, YOU SI D 

(2094814 AAON “S$ “7N) 
/,OVW4ING,, HOIS| | 

(2094819 yst44g) 
/ONVISNW,, 4O4 SI WW 

(2094814 “7 V'4) 
/AMVHALLIN,, 304 SI WW 


SUBIMSNY ZHL 


happy landings! 
O-Matic victory survey will unearth 


many types of immediate business 


OF KANSAS CITY —home insulating, suction cleaning 


of warm air systems, adding storm 
doors and windows, etc., in addition 
to the types you are already 
equipped to handle.” 
Direct mail pieces, 
mats, publicity stories for home 
building pages, as well as suggested 


FREE & PETERS, INC. CBS BASIC NETWORK 


telephone conversations and other 
direct sales helps, are provided in 
the kit which is supplied to dealers. 


‘ ‘ 
hte ter 


ee Fe ae 


newspaper 


listeners more often than any other station owners of oil burners are going to} 7 ae 


Abt Named Sales Head 


G. N. Abt, formerly field sales 
manager, has been appointed sales 
manager of the tool division of Bar- 
calo Mfg. Company, Buffalo, N. Y 


— 


SEND FOR 
FREE COPY 


‘BLAIR = 


& COMPANY ~ 


NATIONAL RADIO STATION REPRES: wrarives 
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"LARGEST CIRCULATION AVERAGE PER 
___UNIT EVER DELIVERED BY ANY GROUP ener 


~ people who have the money to spend! Income peaks among wage , 
earners correspond to the production peaks of the war baie 
—Progiant If you want to peak your sales... sell to them! — oe * 

_ Get off your “class tacks” and down to brass tacks. These edie 
don't read “class” magazines ...or even general or weekly magazines — 
not suited to their reading appetites. They don’ t go Bache a -“s 
because they’re in = auaie 2 | 
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‘Efficiency’ in 
Distribution Gets 
Backing by OPA 


Low-Margin Grocery 
Wholesaler Granted 
Broad Price Relief 


Washington, D. C., Aug. 5.—Em- 
phasis by the Office of Price Ad-| 
ministration on the need for retain- 
ing intact “efficient” distribution 
operations in the food industry this 
week attracted special attention 
here, in connection with price ceil- | 
ings relief granted United Grocery | 
Company, wholesaler of Irvington, | 
N. J. 

The company, described by OPA 
as “a low-margin, efficient whole- 
sale grocer operating on a 4% per 
cent over cost margin, as compared 
with the average wholesaler’s 9 to 
10 per cent over cost margin,” | 
asked for relief on 372 commodities, | 
158 of which were granted. Included 
were many nationally advertised 
brands, covering such names as 
Kellogg, Kraft, Wesson, Heinz, Lip- 
ton, Scott tissue, Kirkman, Palm- 
olive, Woodbury, Lever Brothers 
and Procter & Gamble. 

“Evidence clearly indicates to 
OPA a substantial impairment of 
margins on numerous items,” said 
the announcement from Leon Hen- 
derson’s office. ‘““Thus, unless imme- 
diate relief is granted, the company 
will be forced out of business, 
thereby diverting its retailers from 
this low-margin, efficient whole- 
saler to higher cost distributors.” 


Narrow Margins Allowed 


Of the 158 items covered in the 
order, 63 were soap and 95 food 
products. Recommended maximum 
prices for soap items represented 3 
per cent above replacement cost, 
after deduction of cash discounts 
On foods, the maximum was com- 
puted on the basis of 4'% per cent 
over replacement costs. 

“Such revised prices were checked 
against the maximum price charged 
for each item by each of United's 
closest competitors,” OPA observed. 
“In every case such figure was lower 
than at least one of these three 
competitors’ maximum prices, and a 
great majority of them were lower 
than any of these three competitors’ 
ceilings.” 


PUNCTURED CEILINGS 
‘THREAT’ TO DEALERS 

New York, Aug. 5.—The general 
price ceiling is being pierced by so 
many holes that it threatens to 
become a “sieve drowning us out,” 
members of the New York State 
Food Merchants Association were 
warned this week at their annual 
convention at the Pennsylvania 
Hotel. 

“Unless the factors affecting the 
cost of distribution are scrupulously 
controlled, the day is not far dis- 
tant before there will have been so 


WHVD 


NEW YORK’S STATION OF 
DISTINCTIVE FEATURES 


NOW 5000 WATTS 


The unique position of WEVD 
with a large section of Metro- 
politan New York's radio audi- 
ence is evidenced by— 


(1) The feature boxes of news- 
paper radio program pages. 


(2) The large number of 
famous advertisers on the 
station continuously year after 
year. 

Ask for ‘‘Who's Who On WEVD"... 


sent on request. 


WEVD 


117-119 West 46th St., New York, N.Y. 


many holes pierced in the price 
ceiling, that instead of being a ceil- 
ing to keep us secure from the 
maelstrom of inflation, it will be 
more like a sieve drowning us out 
while we look on helplessly,” de- 


clared A. F. Guckenberger, secre- 


tary of the association. 

Geoffrey Baker, representing the 
OPA food branch, told the dealers 
that the general maximum price 
regulation is not an end in itself, 
but the first step in combatting the 
inflationary threat. He assured the 
food trade that OPA will strive to 


eliminate hardships, and promised | 


that retailers would not be expected 
to bear the burden alone. Manu- 
facturers and wholesalers will have 
to share the burden equally with 


Brewery Supplier 
Joins Industry's 
Save-Metal Drive 


(Picture on Page 1) 


Milwaukee, Aug. 6.—Although its 
products have no direct consumer 
identification, the Charles A. Krause 
| Milling Company, supplier of grain 
|products to the brewing industry, 
added its voice this week to the 
industry’s metal-saving campaign. 

With a full page in the Aug. 10 
|issue of Time, the Milwaukee com- 
pany addresses its message to “Mr. 
Bottle Opener,’ explaining that 
while “Americans are enjoying as 


of them are saving metal bottle caps 
by calling for their favorite brew 
from the tap, or by using quart and 
half-gallon bottles instead of the 
smaller sizes. A box adds this 
slogan: “Remember! When you 
order from the Tap—you save a 
bottle cap!” 


Gets Heavy Emphasis 


Individual brewers currently are 
devoting much of their consumer 
advertising to promotion of the 
save-metal campaign, but Krause is 
believed the first supplier without 
a general consumer market to use 
national advertising on the same 
theme. The Krause slogan has been 
printed on stickers for all corre- 
spondence, invoices and payroll 


mounted on display cards, ar; 
furnished to breweries for dj 
|tion to retail outlets. 


Arthur Meyerhoff & Co; 


|Chicago, directs the account. 


| 


Fisher Mills on Air 


| Fisher Flour Mills Compa; 
lattle, is sponsoring the T! 


broadcasts of the Blue Ne} 


“Breakfast at Sardi’s” pro 
| heard on Pacific Coast statioy 
\cific National Advertising 
handles the account. 


King to Ambro 
Jean Davis King has 
Ambro Advertising Agency, 


duction clerk. She succeeds 


dealers, he said. 


much beer and ale as ever,” many checks and reprints of the 


ad,’ Ellis, who recently resigned. 


~ 


Rapids, Ia., as copywriter an 


REMEMBER? 


Bk. 1933 
1934 
| 1935 


1936 


-_ OR err 


as Ne Se 


1937 


> 1938 
; 1939 
1940 


194] 


1942 


85% of FORTUNE'S subscribers 
are management men: officers, 
managers, directors, department 
heads, partners or owners of 
businesses ...and every survey 
has shown that in FORTUNE the 
advertiser reaches Management 
more certainly, effectively, and 
economically than in any other 


magazine. 


Magazine Linage 


Five Semi-Annual Totals 


1942 1941 1940 1939 1938 

Jan.-June Jan.-June Jan.-June Jan.-June Jan.-June 
Fortune 409,529 384,177 314,104 311,813 344,677 
Esquire 176,875 175,931 208,925 271,062 283,291 
Yachting . sans ae 170,621 233,514 283,513 311,135 302,135 
Better Homes & Gardens 160,077 216,620 197,698  a172,468 134,704 
House & Garden......... 146,459 184,719 181,541 185,905 175,539 
House Beautiful................ 145,480 174,918 171,978 196,768 170,130 
Town & Country................ 140,238 177,007 197,745 226,437 224,659 
Motor Boating.................... 134,190 198,747 239,481 252,887 251,579 
American Home................ 128,861 189,989 210,004 185,999 158,795 
Cosmopolitan .................. 118,169 134,534 144,523 139,270 130,950 
Popular Photography... 109,805 131,737 133,567 95,033 
Nation's Business................ 95,520 124,607 123,344 103,157 133,820 
Popular Mechanics......... 88,396 107,534 109,284 111,860 125,398 
I taiakcctentiincrassadisicteiin ; 84,700 101,900 95,767 110,785 114,032 
OU TF isccisicc.cesssencsess b78,802 106,617 143,422 152,586 184,494 
Popular Science.................. 77,312 81,972 83,096 696,639 94,092 
Field & Stream........ — 75,727 102,794 115,686 103,739 98,314 
Redbook ............ ua 75,552 85,391 106,527 114,460 99,625 
American Magazine 73,654 99,009 117,321 124,639 132,782 
Outdoor Life............ 67,300 95,457 105,925 93,713 97,096 
SEE gchcoi aus Nhaathaiisiplehiviastune 59,897 79,097 76,771 72,995 66,997 
American Rifleman ........... 54,076 53,358 57,329 58,221 55.960 
Sports Affield 00... 52,595 79,274 86,661 76,423 76,689 
Forbes au ueniaitaen ' 52,011 65,562 64,815 64,074 73,318 
Christian Herald............... 45,046 45,196 46,581 50,384 46,283 
The Instructor... 44,723 63,912 65,713 75,417 72,640 
Hunting & Fishing 40,923 45,278 47,089 52,091 56,213 
Extension Magazine... 39,776 39,681 33,822 30,523 40,371 
Mechanix Illustrated... 37,718 48,138 46,705 52.920 67,023 
Dell Detective Group 33,130 21,149 22,264 25,921 12,948 
Scientific American........... 29,106 29,455 41,171 44,250 36,905 
Grade Teacher........ 28,993 45,215 49,444 55.477 53,905 
Atlantic Monthly. .... , 28,685 33,306 34,913 45,210 48,386 
Harpers Magazine 28,621 35,810 38,847 50,719 48.459 
National Geographic ........ 27,285 39,511 44,002 51,281 48,236 
The Thrilling Group 25,879 25,446 23,646 24,121 23,897 
Dun's Review... , 24,329 24,156 
Hillman Detective Group 24,139 
Film Fua............. _ 23,103 13,702 13,932 18,248 18,899 
Amer. Legion Magazine 22,603 25,035 25,634 27,185 29,019 
Popular Pub. Group 21,729 21,892 15,740 14,591 15,691 
Fawcett Men's Group 21,242 di6,574 18,139 20,230 18,120 
Guide Detective Unit 20,486 18,050 
Golfing e19,257 e23,559 023,04! 019,176 619,360 
Outdoors .. 18,863 31,992 29,685 
Rotarian 17,624 25,328 21,411 20,560 19,844 
American Forests 17,514 23,758 25,144 27,678 30,310 
The Lion 17,172 19,336 19,518 21,337 17,990 
Ace Fiction Group 16,961 15,680 13,357 19,145 23,669 
Beauty & Health 16,170 30,132 34,448 40,909 40,772 
True Detective 16,101 19,739 22,010 25,511 23,405 

14.819 16,222 16,577 17,808 


Nature Magazine 15,578 


a Larger page size Sept.. 1938. b Sma 


er page size Jan., 1942 


1938. d Larger page sire May, 1941. e March-June linage 


¢ Smaller page size Oct 


Magazine Lineage Summary from Printer's Ink —July 31, 1942 
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n’ Pays for Ad, 


only did Reader’s Digest give the 
, Sun advertisement (that is, all but 
the selling copy) a full two-color 
page in its August issue, complete 
7 with reproductions of the original 
Having It Run \illustrations, but it actually paid the 
- York, Aug. 5.—When is an/|Sun $200 for the privilege of using 
t an ad? When the publisher | the material! 
of the most widely circulated! The advertisement was headed, 
ines in the world pays the| “Newcomers to Chicago ” and 
tiser for the privilege of pre- | related briefly the rise to fame and 
g it to his readers as pure! fortune in the Windy City of 11 pio- 
ig matter. neers in the city’s life, including, 
t is the happy situation in| incidentally, Joseph Medill, “Cleve- 
the Chicago Sun finds itself|land journalist, born in Canada, at 
tly, as a result of the repro-|33 came to Chicago as editor of a 
n, in part, of a promotional} small newspaper; and in a few years 
isement which the Sun origi-|made the Chicago Tribune.” 
ran in the May 25 issue of 
‘TISING AGE, in the current! produced 
of the Reader’s Digest. Not) sketches 


all of 
included in 


advertisement except that of James | 
Keeley, who “was the Tribune’s| 
second great editor,” but eliminated 
the selling copy which originally | 
occupied the last third of the text. 
Sun promotion, including the ad-| 
vertisement used by the Reader's 
Digest, is written by Leo McGivena, 
famed writer of promotional copy 


whose “Tell it to Sweeney” series 
for the New York Daily News is| 
'generally considered one of the 
greatest campaigns 


history. 


Underwood to Head 


Personal Products Corp. 


John A. Underwood, formerly 
with Johnson & Johnson, has been 
named president of Personal Prod- 
ucts Corporation, Milltown, N. J., 
and L. F. Bonham, director of the 
Meds division, has been promoted 
to merchandising manager. They 
succeed Thomas Edward Hicks and 
William Alexander, respectively, 
who were granted leaves of absence 


in advertising|to receive commissions in the Ma- 
|rine Corps. 


Flippin Takes ODT Post |Johnson Named V. P. 


John R. Flippin, former publisher 
of the Memphis Commercial Appeal, 


The Reader's Digest version re-|has been appointed special repre- 
the biographical) sentative of the Office of Defense 
the original | Transportation at Memphis. 


George H. Johnson, previously 
secretary of Commonwealth Press, 
Worcester, Mass., has been ap- 


pointed vice-president, succeeding 
Frederic K. Vroom, resigned 


_- 


AAA 


OVER THERE 


for 10 successive years.’ 


“OVER HERE 


el 


“FORTUNE was born at the start of an era of great 
change, and FORTUNE has changed with the times. 
It started changing the instant it was born, and it 
will go on changing always — because it is a living, 
vital, healthy and undefeated organism.” 

Ras pitClorrin 

Managing Editor 


“In the third year of publication, FORTUNE assumed 
a position of leadership that has never been lost. 
From depression into prosperity — from peace into 
war, FORTUNE has led all general monthly maga- 
zines in advertising linage. Times change — and 
FORTUNE changes. But FORTUNE is unchanging in 
its service to the Management of American Business 


—da service which has maintained that leadership 


YT HE 
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Advertising Director 


‘ 


NEW 'COKE' THEME 


..- You can 
spot it every time 


ie best 
is always the better buy! 
THE COCA-COLA BOTTLING COMPANY OF NEW YORK IME 
Back in newspapers with relaxing of 
sugar restrictions, Coca-Cola Bottling 
Co. of New York is using longer copy, 
larger space. This 875-line ad appear- 
ing in 14 newspapers in New York and 
other cities, emphasizes the "know how" 
that gives ‘that extra something,” and 
suggests asking for “the best’ first, with 
some of the most competitive copy ever 
placed for Coca-Cola. D'Arcy Adver- 
tising Co. is the agency. 


Compiles Index of 
Men Familiar with 
Foreign Commerce 


Washington, D. C., Aug. 5.—A 
file of American business and pro- 
fessional men who have specialized 
knowledge of economic, industrial 
and social conditions in foreign 
countries is being compiled by the 
Department of Commerce. 

Questionnaires are being sent to 
thousands of business concerns, in- 
cluding all whose names appear on 
the Exporters Index, as well as to 
trade and professional associations. 
The objective is to make available 
a source of supply for specialized 
manpower needed by war agencies 

Wayne C. Taylor, Undersecretary 
of Commerce, pointed out that the 
questionnaire is not an offer of em- 
ployment, since no positions are 
open in connection with the in- 
quiry. The index, however, is ex- 
pected to prove valuable as the re- 
quirements for these services in- 
crease with the prosecution of the 
war. 


Forms New Division 


Evans - Winter - Hebb, Inc., De- 
troit advertising-printing — service, 
has formed a plastics division which 
will employ a_ previously-tested 
process for the benefit of companies 
using plastic molded parts in war 
materials. The process uses injec- 
tion molding of thermosetting mate- 
rials. 


The Greatest 
SELLING POWER 


in the 


SOUTH’S 
GREATEST CITY 


50,000 WATTS 


CLEAR CHANNEL 
CBS AFFILIATE 


Nat. Rep.—THE KATZ AGENCY, INC. 
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Typical headlines will be: “Who ’ . 
g typical headlines will be: “Who! GENERAL ELECTRIC SALUTES 'WOMEN AT WAR 
Fight Is a Family Affair!” and 
“General Electric Women at War.” 
Copy points up G-E’s program for 
wartime protection of appliances 


GE Will Salute 
“Women at War’ 
with New Ad Drive 


Baker Succeeds Johnston 


Howard F. Baker of the Baker 
Advertising Agency, Toronto, has 
been appointed temporary deputy 
administrator of wholesale trade by | 
the Canadian Wartime Prices and 


Trade Board. He _ succeeds 
Johnston, 
the Imperial 


firm after eight months 
board. 


McKelvy to Move Offices 


Alfred D. McKelvy Company, 
Minneapolis, manufacturer of Sea- 
its 
offices to 10 Rockefeller Plaza, New 


forth toiletries, will transfer 


York, in September. 


Ross | 
advertising manager Of|eral Electric Company will salute 
Varnish and Color| 
Company, Toronto, who rejoined his | 
with the| 


Bridgeport, Conn., Aug. 6.—Gen- 
| American women in wartime with 


uled to start the end of this month. 
Liberally illustrated copy will fea- 
ture women at jobs in converted 
G-E appliance factories and on 
“double duty” as homemakers and 
members of various’ volunteer 
civilian defense organizations. 

The series will start in the Aug. 
24 issue of Life with a black and 
white spread, and a_ four-color 


FACTS 


Send for our series of special 
war-timely folders contain- 
ing suggestions for present- 
ing wourieste danse Write 
on your business letterhead. 


*VISUALFACTS 


2 West 46th Street, 


spread will appear in The Saturday 
Evening Post Aug. 29. These will 
be followed by page ads, both in 
color and black and _ white, in 
American Home, Better Homes 
& Gardens, Good Housekeeping, 
Ladies’ Home Journal, Look, Mc- 
Call’s and Woman’s Home Com- 
panion. 


through authorized G-E service 
center dealers and the helpfulness 


(of the G-E home institute on nutri- 
|a new magazine campaign sched- 


tional and food conservation prob- 
lems, and also plugs the sale of war 
bonds. Maxon, Inc., directs the 
General Electric account. 


Signs for WORL Show 


Jordon Marsh Company, Boston 
department store, has signed for a 
series of 15-minute programs to be 
aired twice weekly over Station 
WORL, Boston. John C. Dowd, 
Inc., is the agency. 


Printing Show Planned 


The eighth annual exhibition of 
printing by the New York Employ- 
ing Printers Association will be held 
Oct. 26-28 in the Hotel Commo- 
dore, New York. 


hy ar 


op fan 


My, Pn Y 7. 
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— s ites Over the Prairies ow/ 


from the burning of 


The rich farming lands of Western 
Iowa, Eastern Nebraska and border- 
ing states, producing more “Food for 
Freedom” than ever before, are now 
dotted with tremendous industrial 
plants, many of which are here to 


stay. 


_~- smoke over the 
prairies, now---and it’s not 


buffalo grass! 


WOW-LAND industrial workers are 
receiving unprecedented high wages. 
WOW-LAND farmers are now en- 
joying bumper crops, at ceilingless 
prices. Here is a market in which to 
invest advertising dollars for a quick 
return. Here is a market more than 
ever worth breaking into and stay- 
ing in. You can DOMINATE it, 


using WOW ALONE! 


adequately by WOW at 


WOW-LAND 


WOW-LAND is our name for the 
276 rich counties within a radius of 
150 miles from Omaha, covered 


than any combination of stations. 


a cost less 


The Only NBC Station in Nebraska / 


590 Kilocycles 


»t 


S000 Watts Yatts Day Mighe, / 
—/ 


/ RA DIO STATION 


PAYOAY 1S WAR SOND OaY 


go: 


% # GENERAL @® ELECTRIC 


This spread will open a new magazine campaign of General Electric Co. later th; 
month, paying tribute to the work of women in war factories es well as those 
on the home front. 


Hits Retention of 
‘Obsolete’ Plates 


Oct. | Deadline 
Set for All Branches 
of Graphic Arts 


Washington, D. C., Aug. 6.—After 
Oct. 1 owners or users of printing 
|plates will be permitted to secure 
/new metal only after certifying that 
they have no “obsolete” plates in 
their possession, according to an 
order just issued by the War Pro- 
duction Board. The regulation is 
applicable not only to printers and 
publishers but to advertisers and 
agencies as well. Imminence of fhe 
printing date order was reported in 
the July 27 issue of ADVERTISING 
AGE. 

The WPB formula for obsolescence 
was set forth as follows: newspaper 
printing plates not used for one 
year; magazine and periodical 
plates not used for one year; book 
plates not used for four years; con- 
tainer plates not used for four 
years; and all other categories of 
printing plates not used for two and 
'a half years. 
| Excluded from the order are 
| plates described as having an “as- 
| sured future,” such as cuts in news- 
paper and magazine morgues which 
illustrate subjects still in the public 
|eye; plates for books not generally 


and stock and 
in commercial 


at long intervals; 
standard cuts used 
printing. 


Is All-Inclusive 


nies, as well as federal, state and 
local government bureaus, are cov- 
ered by the regulations. Copper 
engravings may be sold to author- 
ized electrotypers. Zinc and other 
metal plates may be disposed of 
through regular scrap channels or 
to authorized smelters and refiners. 

Electrotypes, representing the 
largest tonnage of obsolete plates, 
may be sold to any of the follow- 
ing companies: Essex Metal Alloy 
Company, Newark, N. J.; National 
Lead Company, New York; and 
Metro Smelting Company, Philadel- 
_phia. 


ATTENTION FOCUSSED 
ON PLASTIC PLATES 


New York, Aug. 6.—The War 
|Production Board’s order designed 
to convert to war use critical metals 
contained in old printing plates, 
| issued yesterday, has heightened in- 
| terest in the development of plastic 
| plates for printing. 

Both the Government Printing 
_Office and the Coordinator of In- 
| ter-American Affairs have recently 


experimented with bakelite print- | 


ing plates to conserve critical metals 
and to reduce the cost of air- 


expressing plates to Latin America. 

At least one manufacturer, Theo- | 
of Brooklyn, 
is noW canvassing agencies to intro- 
a 
‘substitute for electrotypes in news- 


dore Moss Company 


duce plastic printing plates as 


2s ae ere 
ao : 
-_ ; 


subject to revision and _ reprinted | 


All graphic art service compa- | 


paper campaigns requiring a wide. 
efal f er spread distribution of plates. 
Principal advantage claimed for 


the new bakelite plates is reducti 
in mailing costs, as they range from 
one-fifth to one-tenth the weight of 
duplicate electros. 

A number of agencies and 
lishers have experimented wit!) the 
plates which may be used for roll- 
ing mats or for press runs up to 
50,000, but use in advertising cam- 
paigns has not yet become wide- 
spread. 


No ‘42 Tea Bureau 
Ad Copy Despite 
Nine-Month Supply 


New York, Aug. 6.—Though the 
current outlook for continued tea 
imports during the coming year 
seems favorable, it appeared this 
week that the Tea Bureau’s deci- 
sion of last April to cancel proposed 
’42 advertising expenditures will 
remain unchanged. Earlier this 
year the bureau had allotted $200, 
000 for a summer iced tea drive but 
this became a war casualty follow- 
»}ing the government order restrict- 
ing tea sales to 50 per cent of the 
1941 rate. (ADVERTISING AGE, April 
20.) 

Asserting there was “little like- 
lihood or need of consumer tea ra- 
tioning in this country for some 
time to come, if at all,” Benjami 
Wood, managing director of the Tea 
Bureau, estimated there was now 4 
nine-month supply of tea on hand 
in the United States. This repre- 
sents an increase in stocks of about 
six per cent over March 31. Ar- 
rangements between the U. S. and 
Britain are now nearing completion 
Mr. Wood explained, under which 
it appears that the U. S. will be al- 
located 60 million pounds during 
the coming crop year. Sufficien' 
shipping space to handle this allot 
ment has been granted by the War 
Production Board, he added 

William Esty & Co. is the 
Bureau agency. 


pub- 


Tea 


Farnsworth Bids for 
Post-War Market 

Farnsworth Television & 
Corporation, Fort Wayne, Ind., hé@ 
scheduled a total of 13 pages ' : 
list of six weekly and one ! onthls 
magazine to keep open the nes 
its anticipated post-war market * 
the Capehart and Capehart-Pan* 
muse phonograph-radios. 

Color pages every other 
illustrated by leading painters 
tell the story along wit! 
black-and-white pages of 
frequency, featuring Farnswo! 
division’s war activities and pos!‘ 


Radi 


in television. N. W. Ayer 
the agency. 


Plans War Conference 


Abandoning plans for its ane 
convention scheduled for Uct ° 
at St. Louis, the Mail Adverts" 
Service Association instead ©" 
hold its second war conference 
3-4 at the Hotel Statler, Det” 
The industry’s part in a ding * 
war effort will ferm ne 


theme of the program 
business” will be the orcer ® 
two-day meeting, with toe 2 
banquet, formal luncheon 
ning parties eliminated 
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Ts NEWSWEEK fits the executive audience like a well tailored suit. 

bw It’s the one magazine that is not too large—and not too small. 

= That’s why—when your objective is executive readership — 

= now it’s NEWSWEEK! Mark it No.1 on your list. 

allot- 

| 7 NEWSWEEK has the /argest concentrated readership among opin- 
ion-forming leaders in business, industry, and government of any 
magazine. 

Radi 

in With over half a million circulation...it reaches more execu- 

ct tives per advertising dollar than any other publication! 

7 = That’s why — Now it’s NEwSWEEK! 
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Anti-Trust Suit 
Filed Against ; 
Petrillo Union : 


Chicago, 


of Musicians, 


court here by Daniel B. Britt, spe- 
cial assistant to the attorney general 
in cooperation with J. Albert Woll,| 7. 
federal attorney, named AFM Presi- 
dent James C. Petrillo and eight 
other 
government prosecutors asked for a 
temporary injunction pending a full 
hearing of the federal case against 
the musicians’ union. 


Eight charges were leveled against 
Mr. 
government’s suit, which grew out 
of the union order banning union 


criptions and 


boxes. 


Aug. 5.—The 


record makers and| 


tice filed anti-trust charges against | boxes in hotels, 
the union and asked for an injunc- | dance halls; 
tion to wipe out the ban on record- 5. 


ings and transcriptions by AFM| records in the home; 
members. 
The suit, filed in U. S. district 


AFM members; 


officers of the union. The 


Eight Accusations Made | Ings. 


Petrillo and the others in the 


radio trans- 
for 


Prevent use of records in juke 
restaurants and 


Prevent use of phonograph 


6. Prevent the sale of records to 
radio stations and juke box opera- 
tors by forcing manufacturers to 
boycott dealers who sell to them; 
Eliminate all 
formances by radio except those of 


musical 


8. Require radio stations to hire 
unneeded “stand by” musicians, by 
forcing the networks 
affiliated stations which refused to 
hire union members to play record- 


to boycott 


music after Aug. 1 for eommercial | mine buyers of their products. 
phonograph records, 
records 
The defendants were ac- 
cused of conspiring to: 
Prevent the manufacture and 
sale of all phonograph records and 
electrical transcriptions for radio; 
Eliminate from the market 
all manufacturers, distributors, job- 
battle bers and retailers of phonograph 
between the American Federation | records and transcriptions; 
3. Prevent radio stations from) 
broadcasters entered the court stage | broadcasting recordings; 
this week as the Department of Jus- | 4. 


The three largest record manu- 

| facturers, Decca Records, Inc., RCA 
| Mfg. Company and Columbia Rec- 
‘_ording Corporation, make about 100 
|million records annually, according | 
|to the government brief, and ac-| 
count for 99 per cent of the nation’s | 
supply. Eighty million records are | 
destined for home use, 19 million | 
|for the juke boxes and one million 
|for radio stations. 
The government brief also cited 
|Mr. Petrillo’s order forcing can- 
/cellation of NBC symphonic broad- | 
|casts by students at the Interlochen, | 
|Mich., music camp, and an order to} 
union band members to boycott 
|radio stations of the Don Lee chain 
'in California in order “to force Sta- 
| tion KFRC to hire a larger and more | 
expensive orchestra.” 

A prolonged hammer-and-tongs 
court battle was in prospect with 
the government’s suit regarded as 


the first major test of the Sherman 


ities of a union. 


Petrillo Maintains Stand 


With the threat of direct govern- 


anti-trust law with respect to activ- | 


BLUE COAL STRESSES CONVERSION THEME 


New ‘blue coal’ 
CONVERSION GRATES 


w With the danger of a shortage of some 


DON'T BE CAUGHT 
WITHOUT HEAT 


= THIS WINTER 


GET BETTER HEAT.W 
ISAVE MONEY, T00/ 


attention the way it saves you money 


‘ ’ domestic fuels growing every day, it's And with a “blue coal’ Heat Regulator 
blue coal wise tochange to "blue coal now — espe: am yourhome you'll not only have the 
HEAT REGULATOR cially when the remarkable new “blue — cleaner, steadier, more healthful heat of 
pa ‘ —~ tom coal Conversion Grates make the change blue coal but you'll enjoy the mod 
over so easy ern convemence of automatic tempera 
You'll like the way “blue coal gets heat — ture control 

up fast on cold mornings the way it ” 

burns slowly and evenly all day with little PHONE as TODAY: 


BLANK BLANK COAL CO. phone 0.0000 


FOR SOUND HEATING ADVICE CALL YOUR ‘blue coal DEALER 


Repeated warnings by Washington that Eastern home-owners who depend on 
fuel oil may be seriously inconvenienced next season unless they convert their 


— 


| The contested Petrillo order per- 
mits musicians to play for records 
designed for home use but, prose-| Petrillo not only held his ground 
last week but again defended his 
turers have no legal power to deter-! stand in a letter to Elmer Davis, di- 


cutors pointed out, 


Aug. 1 deadline 


the manufac- 


| ment action hanging over him as the 
approached, Mr. 


els 


e 


eo eae 


“.-Come, my good man, 
what’s that got to do with 
buying radio time?” 


PIOrrn Pye 
Vrve- we 4 
ea 


/ 


= guv’nor. 


—You mean that electrons might trip over 
that furrow? 

—’Tain’t that so much as what the ground 
here is made of. The reach of a station’s signal 
depends pretty largely on its power and fre- 
quency, of course. But it also depends on the 
terrain and the conductivity of the soil. 

—You mean that in level country, with soil 
that is a good conductor, a station can send 
its signal extra distances? 

—That’s right. In South Dakota, for in- 
stance, the signal of even a low-power station 
is apt to just go and go, like a tumbleweed 
in the Dust Bowl. 

—I bow to you, sir, but what’s that got to 
do with WGY? 

—Just this: central and eastern New York 
and western New England ain’t South Da- 
kota. Our conductivity’s not the worst in 
the world, but there’s no getting around the 
fact that electrons have a pretty hard 
struggle up here. On top of this, the markets 
are scattered—over there in Albany you 
have the nation’s 6lst retail market, Utica 
is the 97th, Sthenectady the 10l1st, Bing- 
hamton the 104th, Troy the 116th. Not a bad 
line-up. But it’s only when you can reach out 


= 
ae 
ie 


to all of those pretty-good markets and hug 
them into one big buying unit in spite of so- 
so conductivity and choppy terrain that you 
get a really outstanding market. 


That’s where WGY comes in. WGY is able 
to round up these scattered markets because 
its 50,000 watts of power is the area’s greatest 
and its frequency is the area’s lowest. WGY is 
this region’s strongest listening habit because 
it has the longest record of service and is the 
sole outlet here for those popular NBC Red 
programs. For advertisers seeking broad sell- 
ing markets, WGY is a must station. 


WGY 71H 


W. Washington street, Chicago, 
See eae Ay ae, : aes se eT ae aot ache gh tether 5 “ ; Ee 


new campaign in newspapers and radio. 


product. Ruthrauff & Ryan is 


equipment to coal, are echoed in Delaware, Lackawanna & Western Coal Co.'s 


In reporting Blue Coal plans last week 


Advertising Age inadvertently mentioned the Convert-O-Grate device. The con 
version equipment featured in Blue Coal copy has no connection with this 


in charge of the campaign. 


rector of the OWI, who had ap- 
pealed to him to drop the recording 
ban as a patriotic wartime gesture. 
He said Mr. Davis has been “abso- 
lutely misinformed”; that the AFM 
would continue to make records for 
home consumption, as well as for 
the armed forces and at the express 
request of President Roosevelt, and 
that the union is contributing heav- 


ily in free music for government 
departments. 

“Electrical transcriptions for radio 
|}used as intended—once only—are 
not detrimental to the American 
Federation of Musicians if destroyed 
after such use,” Mr. Petrillo wrote. 
“The proof of this is that some three 
weeks ago the World Broadcasting 
Company requested, and was 
promptly given permission, to make 
such transcriptions for a period of 
26 weeks for General Motors’ em- 
ployes working in our defense in- 
dustries. 

“AFM members will not play for 
the making of records for juke 
boxes. The juke box industry is 
| strictly commercial, producing tre- 
|/mendous revenues for all interested 
parties except musicians.” 

The National Association of 
Broadcasters, as spokesman for the 
broadcasting industry and transcrip- 
tion companies which are associated 
| with it, assailed Mr. Petrillo’s stand. 
|It accused him of stopping all re- 
_cordings “in order to get at these 
establishments which he believes 
|should employ union musicians even 
/though the establishments may be 
unable to afford them, and even 
though musicians suited to their 
purpose are not locally available.” 

Earnings of musicians for services 
in radio broadcasting have increased 
steadily with the industry, the NAB 
said, until they are now estimated 
at $15,000,000 annually. 


AFM LOOSENS BAN 


New York, Aug. 5.—The Ameri- 
/can Federation of Musicians today 
| made its first exception to its blan- 
ket ban on recordings. 

In response to a query by the 
Association of National Advertisers, 
'the union agreed to permit the 
waxing of transcriptions made for 
one-time broadcasts. Following a 
|conference with AFM officials, the 
ANA released the following state- 
ment: 
| “On Aug. 5, the national office 
|of the American Federation of 
Musicians at New York told the 
ANA that the union will, at its dis- 
cretion, permit its members to 
|make transcriptions for commercial 
| broadcasts, providing that such re- 
|cordings are played but once and 
the pressings then destroyed. 
| “Each 
}eome through the recording com- 
panies and the master disc must be 
filed with the AFM headquarters at 
1450 Broadway, New York, or 175 


or assurance given that it is de- 
stroyed.” 

By relaxing its restrictions to this 
extent the union will avoid throw- 
ing out of work the musicians em- 


ployed on the Coca-Cola “Singing 


Sam” series and other musically 
transcribed shows, as well as the 
musicians employed for theme and 
|incidental music on dramatic pro- 
| grams. 

| George McMillan, secretary of 
|the ANA, pointed out to the union 
that preventing the recording of 
complete transcribed broadcasts 
which differ from network pro- 
|grams only in that they are mailed 
‘rather than transmitted over wires, 
would hurt only the union’s mem- 
bers. 


SETTLE KFRC SQUABBLE 

San Francisco, Aug. 5.—Dance 
/band remote pickups were resumed 
/on Mutual Broadcasting System sta- 
tions last night following settlement 
of a wage and hour tangle between 
the local Petrillo union and Station 
KFRC. 

The pickups were banned on the 
Mutual network last week when 
negotiations between the San Fran- 
cisco affiliate and the musicians 
local collapsed. A renewal of the 


parley brought the announcemen! 
| yesterday that an agreement had 
|been reached whereby musicians 


would be employed by KFRC 2! 
$56 a week each for two hours’ work 
a day, replacing a $46 weekly scale 
| for a single hour’s work each day. 


| 


| 


Greenthal to WPB 


Monroe Greenthal, director © 
| United Artists publicity, has joine 
ithe War Production Board as an ex- 
| pert on motion pictures. 


Missing 
Something? 


T roy is a major New York 
State population center. Pay olls 
and sales here are “on the "Pp. 
For only l2¢ per line you ca 
reach “everybody” through Troy* 
sole dailies. 


individual request should | 
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Start Planning PF 
for Post-War Era 
Now, NAM Urges 


Industry Advised to 
Maintain Advertising 
and Sponsor Research 


New York, Aug. 4.— Immediate 
analysis of research facilities, dis- 
tribution and advertising plans, with 
a view to preparing a practical pro- 
gram for post-war execution, was 
urged on management today by the 
National Association of Manufac- 
turers. 

A checklist distributed to 8,000 
NAM members, in an effort to 
stimulate consideration of post-war 
planning, recommended the ap- 
pointment of a special committee) 
within each company, comprising 
engineering, production, sales and 
research executives, to assume re- 
sponsibility for projecting current | 
thinking into the trying days ahead. | 

Among the observations and sug- | 
gestions set down by the NAM were | 
the following: 

1. No company is too small to) 
carry on or participate in research 
and development work in order to| 
develop new products, new ma-| 


¢ . ; 
, terials and new designs to be in- 
: troduced after the war is over. 
z 2. Prepare a sound sales, sales! 
: promotion and distribution program | 
A to implement a sound research and 
d development program joined with a 
a program of increased productivity 
and lower cost to the consumer. 
r 3. Maintain for the duration at 
" least a skeleton sales and service 
r force which can be quickly ex- 
" panded after the war. 
)- Advertising Called Essential 
. 4. Maintain an adequate adver- 
P tising program adapted to the pres- 
| ent situation and_ stressing the 
proper use of products; the experi- 
ence of the last war proves that 
those companies which kept their 
ce names before the public during the 
ed war fared best in the post-war 
a- period. 
nt 5. So far as possible utilize the 
en pre-war distribution system in the 
on marketing of new products, except 
where lower distribution and service 
he costs can be put into effect through 
en establishment of more efficient dis- 
in- tribution and service methods. 
ns 6. The distribution of used) 
he equipment and machinery after the | 
ent war is over will be a national prob- | 
\ad lem as well as a problem of each | 
ins individual manufacturer, and each | 
at should give the matter careful at- 
OTK tention. 
ale 7. Develop products and adapta- | 
tions of present products to make | 
them actually suitable for foreign | 
distribution; continue to cultivate | 
the good will of foreign distributors | 
of even though it may be impossible | 
= to supply them at the present time. | 
ex- 


In addition to the current ma- 
terial released by a special subcom- 


Gatien | 


95.1% | 


RADIO OWNERSHIP IN 
AMERICA’S No. 1 MARKET 


ptionally high radio ownership } 
c ned with the nation’s highest | 
ft apita spendable income make 

’ a sure bet for RESULTS! | 


"Radio Daily April 2, 1942 


fives: WEED & COMPANY 
Chicago, Detroit, Son Francisco 


mittee, the NAM has assigned the 
study of broader considerations in- Employe Morale 


volved in post-war planning to a . 

group headed by S. Bayard Colgate, Show Brings G-M 
chairman of Colgate-Palmolive-Peet * 
Company. This committee has been Into Spot Radio 
surveying the problem for the past; Detroit, Aug. 7.—General Motors 
year and will continue to do so for Corporation, once one of the largest 
the duration. spot radio advertisers, this week 
/launched a transcribed series, ‘“Vic- 
‘tory is our Business,” in more than 
20 cities in which its war production 
|plants are located. 


New Stations to Bow 
In Pa. and Florida 


Station WSBA, operated on 1,000 
watts by the Susquehanna Broad-| life experiences of General Motors 
casting Company, York, Pa., will| men and women engaged on the 
make ~ broadcast the latter ‘fighting and production fronts. It 
P*Station WPDQ, Jacksonville, Fla.,|i8 in addition to the CBS network 
will begin operations about Sept. 1.| Show, “Cheers from the Camps, 
The station is owned by the Jack- which marked G-M’s return to net- 
sonville Broadcasting Corporation. work radio two months ago (ADVER- 


The new series will re-enact true | 


TISING AGE, May 4). 

So that workers on all shifts may 
hear the new transcribed program, 
the 15-minute shows will be broad- 
cast twice one day each week in 
New York, for example, over WOR 
at 7:15 p. m., and over WMCA at 
3:15 p.m. In some war production 
centers the program may be aired 
as many as four times in one day. 


Dramatize Employes’ Lives 


The program will combine trans- 
cribed dramatizations of achieve- 
ments of G-M employes and adven- 
tures of former employes in the 
armed forces with “live” appear- 
ances of local workers. 

Announcements will be devoted 


to authentic reports on war produc- | 
| tion by General Motors plants. Re- 


porters will be assigned to each 
plant to gather material for the pro- 
gram. 

Campbell-Ewald is the agency. 
The programs will be produced by 
the World Broadcasting System, 
which at one time placed Chevrolet 
transcriptions on more than 400 sta- 
tions. 


MacPherson Promoted 


| James R. MacPherson, NBC na- 
tional spot and local sales manager 
at Denver, has been named acting 
manager of Station KOA, Denver, 
|for the duration. He will continue 
his former duties for the National 
Broadcasting Company. Mr. Mac- 
Pherson succeeds Lt. Comm. Lloyd 
| Yoder, U.S.N.R., now serving as 
public relations officer in Colorado. 


7] 


Another record for Los Angeles, the in- 
dustrial giant of the West! In June just 
one of our shipyards completed and 
launched fifteen cargo vessels. . . almost 
a quarter of that month’s total for the en- 
tire nation! Don’t let this multi-billion 
dollar fast-action market slip from your 


grasp! Make sure...reach it and hold 


it with The Evening Herald and Express, 
Los Angeles’ BIGGEST daily newspaper. 
Talk with a Paul Block & Associates 


representative for up-to-the-moment facts. 


LOS ANGELES 


Hovald-by7e4s 


Largest Circulation of Any Daily Newspaper in the West 
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Federation of America 


Interest 


The action of the anti-trust divi-| 
sion of the Department of Justice 
in filing suit against James C. 
Petrillo, czar of the American Fed- 
eration of Musicians, asking for an 
injunction to prevent interference 
with the production of records for 
commercial use in radio broadcasts 
and “juke boxes,” funda- 
mental issue which will have to be 
decided in the immediate future. 
The decision will affect not only the 
music field but all others where 
union labor has been in control. 

This issue is simply whether the 
special interest of a group 
transcends that of the country as a 
whole. Mr. Petrillo’s expressed 
position is that “we cannot make 
canned music for commercial indus- 
tries which are getting rich while 
musicians walk the streets without 
jobs.” In other words, the attitude 
of the union is that the employment 
of its members should take prece- 
dence over any and all other con- 
siderations, including the welfare of 
the community in general. 

Without going into the question 
of the 


raises a 


labor 


country’s needs for man- 
power, which would enable any 
unemployed musician to make an 


even more important contribution to | 
the war effort than he could do in 
his present vocation, we may fairly 
pose the question as to whether the | 
union should be allowed to become | 
the exclusive arbiter of national 


policies, and whether these policies 


should be established solely in the 
interest of protecting union employ- 
ment, membership and dues. 

The policy of the United States 
has been highly favorable to union 
labor in recent years. The enact- 
ment of the Wagner labor law, the 
wage-hour bill and similar legisla- 
tion, plus a liberal interpretation of 
the statutes by the courts tending 
to strengthen union methods of 
operation, have all combined to 
give organized labor a commanding 


position which it has sought to 
maintain through the exercise of 


political and economic power. Some 
of its methods have provoked severe 
criticism, and have undoubtedly 
weakened its position with the 
public. 

If the leadership of labor unions 
insists on exercising its greatly 
increased powers to the detriment 
of the public interest, it does not 
take a prophet to foresee what will 
happen. Extremely liberal treat- 
ment of unions, in an effort to bal- 


|ance the powers of industry and its 


employes, will be modified to insure 
protection from arbitrary and unfair 
use of the new weapons which have 
been placed in their hands. 

Mr. Petrillo is a perfect example 
of the labor czar who is indifferent 
to the interests of the public and 
concerned only with those of his 
members and himself. It is time 
the courts decided which interest 
is to be paramount in this country. 


How to Kill the Goose 


Up in arms because the scrap 
salvage campaign is not running in 
their media with paid advertising, 
some radio stations and newspapers 
have complained to their senators 
and congressmen, with the result 
that intimations of dissatisfaction 
with the way the salvage advertis- 
ing fund is being spent have perco- 
lated through to the Bureau of 
Industrial Conservation, under 
whose official sanction the drive is 
being conducted. 

While we can sympathize whole- 
heartedly with media which find 
themselves called upon to assist 
with scrap salvage and other patri- 
otic operations on an editorial or 
sustaining basis and then get none 
of the paid advertising when it is 
being placed, it is our considered 
opinion that the worst possible solu- 
tion is to attempt to apply pressure 
through political representatives. 

Entirely aside from the fact that 
the money being spent in advertis- 
ing for scrap has been advanced 100 


per cent by private industry, and 
therefore can and must be spent as 
these contributors and their agen- 
cies think best, political pressure of 
the “me too” variety in connection 
with advertising with which any 
governmental body is even remotely 
connected does a distinct disservice 
to all advertising and to all media. 

No amount of political badgering 
is likely to expand the amount of 
money available for salvage adver- 


tising so greatly that every possible | 


advertising medium could be used. 

As for the actual purchase of 
space by the government itself, the 
industry can even less afford to give 
the impression that its only inter- 
est is in tipping the pork barrel. 
If there is to be either privately- 
paid public service advertising or 
government advertising, it must be 
bought—and sold—strictly on the 
basis of the most efficient and 
economical method of doing the 


particular job for which it is to be 
used. 


| 


| 


- | 
Tel. Del. 1337 


| Painter” 


A DIFFICULT JOB, AT BEST 


"1D LIKE TO CET MY HANDS ON THE GUY THAT 
THOUGHT OF THESE CE/LING PRICES,” 


—Meat Merchandising 


Ad-libbing 


Victory Verses 

Mid-States Gummed Paper Com- 
pany thinks it has developed a 
method of making the war a little 
easier on retailers of all kinds. The 
method is “Victory Verse’ gummed 
labels, with jingles encouraging 
conservation, wartime cooperation, 
etc. Here’s a sample: 


To keep those suits 
and dresses new, 

Have them cleaned 
each week or two. 

You'll thus save cloth 
to aid our nation, 

And still dress well, 
for the duration. 


Sells the Users 

The short editorial on the value 
of advertising which appears in the 
current issue of the “Dutch Boy 
magazine, which National 
Lead Company sends to painters 
and decorators, might well serve as 
a model for similar explanations of 
the value of advertising to dealers 
and others who sell or use products 
in their own businesses. It reads as 


follows: 
It has been said that advertising 
cannot endow any product with a 


Virtue that does not exist in the prod- 
uct itself. That statement is true, 
of course, insofar as it refers to the 
inherent qualities of a product For 
example, no amount of advertising 
can put keen edges on inherently dull 
razor But advertising can, 
as a force, give a product 
a most valuable virtue—that of avail- 
ability, placing it within reach 
of the public 
Now, we're not talking about 
worthless merchandise masquerading 
worthwhile We're not 
We're talking 
about quality products, that 
fill a real need, things Which 
omething worth saying can publicly 
be said 
Since we 


blades 


business 


easy 


as something 

discussing phonies 
goods 

about 


have Dutch 
lead in let's take 
white lead as an example 
it to be a dependable material. You 
know it will stand up You also 
know its inherent qualities white 
hiding power, body ete You 
these things, not merely be- 
you have believed our adver- 
tisements but, more important, you 
know these things because the prod- 
int itself has demonstrated them 
But, and here's the big point, how 
would you and thousands of other 
painters have known about Dutch 
Boy in the first place if you hadn't 
seen it advertised? Because you and 
thousands of other painters have 
Wished to use Dutch Boy, dealers all 
over the country have stocked it. Be- 
Dutch Boy has measured up to 
tations, you continue to use it 
therefore continue to 


Boy white 
Duteh Boy 
You know 


mind, 


ness 
know 


enuse 


cause 
exper 
ind dealers 
stock it 
Literal-minded may 
advertising isn’t necessary, that all 
you've got to do is to “build a better 
trap than your neighbor and 
the world will make a beaten path 
door.” Maybe so But 
hunch that, no matter 


folks say that 


mouse 


trap—or a paint—a 
he'd be doing 


good a mouse 


man makes these days, 


the world a better service if he used 
modern methods of mass communi- 
cation to tell the world about his 


product, then went a step further and 


made it as easy as possible for folks 
fto buy the product by placing stocks 
within their easy reach. 


In a Nutshell 

The page from the August issue 
of Industrial Marketing which is re- 
produced here seems to tell the story 


a 


Information 
| for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or throu 
ADVERTISING AGE, by any natio: 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2024. 


- 


The Spotlight of Fashion, 

In this new brochure, Look de- 
scribes its development of ret»i] 
tie-in promotions with its regulir 
fashion feature, “The Spotlight of 
| Fashion.” Illustrated in detail is 
ithe fashion show tie-in staged w 
Wm. Taylor Son & Co. of Cleveland, 
showing store advertisements and 
| displays, special invitations, cele}- 
rity publicity, and so on, with a 
report on the results of the pro- 
| motion. 


'No. 2025. Nine Ways to Make 
Money. 
Radio Sales, spot broadcasting 


| division of CBS, has issued t! 
| booklet to show advertisers how to 
juse station program facilities in 
| order to gain the advantages of live- 
talent spot programs. The booklet 
‘tells the story of eight stations and 
a regional network, and points out 
that each of these outlets knows its 
own market, character and prob- 
|lems, sectional likes and dislikes. 


No. 2026. Directory of Food Dis- 
tributors and Manufacturers’ 


Representatives. 

The Evening Bulletin, Philadel- 
,phia, has issued this 1942 edition of 
its directory of food distributors and 
manufacturers’ representatives in 
| the Philadelphia area. The booklet 
lists distributors of food and grocery 
products, including chains, super- 
markets, wholesalers and coopera- 


tive groups, with buyers’ names, 
|}area covered by each distributor 


and other details. 


of advertising’s transition to a host! 


of new wartime tasks in a signifi- 


Promotion Efforts More wal More Devoted 
to Speeding War Production 


cant nutshell. Sales promotion as 
such has temporarily disappeared as 
a factor in the industrial field, and 
hence, the “Sales Promotion” de- 
partment of Industrial Marketing 
gets a new, and obviously tempor- 
ary label, “Promotion for Victory,” 
through hand-written corrections 
inserted in a second color. There is 
still plenty of opportunity for pro- 
motion —in boosting employe mo- 
rale, in increasing production, in 
getting ready for the future — and 
promotion for sales, while now in 
eclipse, can be counted on to take 
its rightful place again as soon as 
the V-day whistles blow. 


Jottings 

A Scottish newspaper reader who 
has been having trouble getting his 
daily paper suggests a list of “pri- 
ority” readers. If an individual or 
company can demonstrate that his 
newspaper is used for a definite 
business purpose “and were likely 
to suffer loss or harm through fail- 
ure to obtain a daily issue,” he 
would be given preference over 


we | those “who merely bought the paper 
how | through pleasure or habit.” . 


No. 2003. The Story of Printing 
Inks. 
The history of the art of ink 


|making and how the early printing 
|inks were made are told in this 
folder issued by General Printing 
Ink Corporation. The folder also 
has an interesting story on “Color 
|Then and Today.” 


No. 1996. 
Sales. 


John Blair & Co. has issued this 
brochure, which tells the story of 
spot broadcasting and gives many 
|illustrations of its successful use by 
| well-known advertisers. It offers 
|suggestions on how to buy spot 
time, how to reach profitable audi- 
ences, and how to keep advertising 
in step with today’s rapid changes. 


Spot Broadcasting for 


|No. 2004. How One Business Went 
to War. 

Here is an interesting booklet, 
which shows how the management 
men of one company evaluated the 
approaching problem of conversion 


to war production, early in 15941 
guessed what might happen to 
many peacetime products, d 


what was done about it. Issued by 
Business Week, the booklet tells the 
story with illustrations of the com- 
pany’s advertising, and encloses 4 


smaller booklet, giving the entire 

plan in detail. 

No. 1970. Life Sells—Why? How! 
In this new manual, which 's 


designed especially for advertisers 
salesmen, Life shows its estimated 
audiences in trading areas w! 
have central cities of 25,000 or more 
population. The pages also sow 
numerous examples of retailers’ 
tie-ins with Life ads at point of sale. 


No. 1999. Profits from Class fied 
Advertising. 

Popular Mechanics Magazine as 
issued this 24-page booklet cover!ns 
the subject of classified adverti='n 
It contains advice on what to o/Ter, 
how to prepare the advertisement 
and selection of profitable media 
along with other helps for the 
direct seller. 
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Navy Copy Goes 
National After 
4-Week Test Drive 


New York, Aug. 4.—Following a 
four-weeks’ test campaign in 10 
New England and Middle Atlantic 
states, the United States Navy will 
launch a national newspaper drive 
late this month to promote general 
enlistments. 

Insertions will appear in 430 
Sunday newspapers covering about 
380 cities throughout the South- 


Come on, you men 17 to 50 


LETS BLOW THE RATS 
OUT OF THE OCEAN! 


A 


aX 


D 


TALK To Your 
NEAREST WAVY 
eC CRUITING OFFICER 


at once: " 
eastern, Southern, Central and 
Western sections of the country. 


The advertisements will also be 


...... Suspends Publication 


‘Philadelphia Bulletin’ 
Adds Comic Strip Rate 
The Evening Bulletin, Philadel- 
phia, has announced that it will 
hereafter accept comic strip adver- 
tising with comics, in pictorial car- 
toon style, in 35, 70 and 100-line 
sizes by 5, 6 or 8 columns on a 


minimum schedule of 13 insertions | 


a quarter or an average of one 
insertion a week for 13 or more 
weeks, at a rate of 75 cents an agate 
line. 

For display advertising with 
comics, the minimum size is 75 lines 
by 2 columns and the maximum 
100 lines by 2 or 3 columns, with 
the same minimum schedule re- 
quirements and the same rate as for 
pictorial cartoon copy. Extra charge 
for one color besides black, r.o.p., 
is $450 for a full page, and $400 
for 1,000 to 1,500 lines. 


“The Southwest News Photog- 
|rapher,” official monthly magazine 
of Southwest News Photographers 
Association, will be suspended this 
|month, according to editor-manager 
|Ralph B. Kite, DeQueen, Ark. 


Smith Named Ad Mar. 

Mike Smith, formerly advertising 
salesman for the Daily News, Ponca 
City, Okla., has been named na- 
tional advertising manager of the 
newspaper. 


Belding Outlines 
Success of PAA 
Business Drive 


Los Angeles, Aug. 4.—More than 
200 newspapers and magazines have 
used the series of 18 advertisements 
prepared by the Pacific Advertising 
Association to heighten the con- 
sumer’s understanding of business 
and advertising, Don Belding, presi- 
dent of the PAA for the past two 
years, revealed this week in his 
final message to members and sub- 
scribers to the PAA’s Advancement 
of Business program. 


In addition to the magazine and| 


newspaper ads which were used 
during the past year, 1,000 outdoor 
boards have appeared throughout 
the West; three car-card designs 
were shown in practically every city 
in the area covered by PAA; and 
radio material was used on many of 
| the leading stations and some of the 
| most important programs, Mr. Beld- 
ing said, 

With L. W. “Larry” Lane, pub- 
| lisher of Sunset Magazine, succeed- 
ing Mr. Belding as president this 
'month, the PAA’s office, under the 


direction of Charles W. Collier, is 
being moved from Los Angeles to 


| San Francisco where closer coopera- 


tion can be maintained. 


Studies Prove Popular 


In a further summation of the 
work accomplished by the Advance- 
ment of Business program during 
his presidency, Mr. Belding called 
attention to the wide acceptance of 
two studies: “Advertising and the 
Consumer,” prepared by Maurice 
Heaton; and “Advertising’s Job in 
This War,” prepared by Ford Sam- 
mis. The latter was described by 
Commerce Department officials as 
the most comprehensive study of the 
kind they have seen. 

“Advertising in the West and 
elsewhere in the country must con- 
tinue its program to the public, the 
teachers and the legislators for a 
better understanding of advertis- 
ing,” Mr. Belding said, adding, 
“This is keenly recognized by my 
successor, Mr. Lane.” 

Details of the PAA’s Victory plan 
will be revealed soon by the new 
president. 


Insurance Meet Advanced 


The Insurance Advertising Con- 
ference has changed the date of its 
annual meeting to Sept. 14-16, but 
the place remains the Roosevelt 
Hotel, New York. 


Wilson Named Sales Mar. 


Emerson E. Wilson has been ap- 
pointed Pittsburgh district sales 
manager of Colgate-Palmolive-Peet 
Company. Mr. Wilson joined the 
company in 1930 as a retail sales- 
man in the Pittsburgh area, and in 
1938 was promoted to sales super- 
visor in the Philadelphia district. 
During the past two years he has 
served as sales supervisor in the 
New York district. 


FACT! 
Fast, Accurate, Complete, 
Terse—these 4 make Wash- >» 
ington Bulletin in Business ~ 
Week the most useful re- 
porting of Washington news. 


continued in the Northeastern divi- 
sion where the test was initiated 
last July 5 (ADVERTISING AGE, June 
15). | 

The campaign will consist of| 
eight 1,000-line ads in general news | 
sections, supplemented by color in- 
sertions in magazine sections of 
metropolitan newspapers. Batten, | 
Barton, Durstine & Osborn is the} 
agency. | 

The Navy has also authorized a| 
magazine campaign for the enlist- | 
ment of aviation cadets, to be placed | 
through J. Walter Thompson Com- | 
pany. This will represent the first 
Navy copy to be handled by J-W-T. 
Page ads, some black and white and 
some in color, have been scheduled 
for weekly magazines. 


‘Chain Store Age’ Issues 


Directory of Manufacturers 


The 11th annual Directory of 
Manufacturers has been issued by 
Chain Store Age as a special sec- 
tion of its General Merchandise- 
Variety Store Executives edition. 

The directory is compiled and 
edited exclusively for buyers and 
merchandise executives of variety 


(5e-$5) and general merchandise 
chains. 
Mahoney Named Manager 


Fawcett Publications, New York, 
has placed Ivan Mahoney, Jr., in 
charge of its syndicate store adver- 
User merchandising department. 
Mr. Mahoney was formerly director 
f Fawcett magazine circulation in 
syndicate stores. 
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Your actual trademark and dealer listing would be 


seen by people who refer to the Classified for sales 


or service, 


Case histories like these indicate 
the opportunity for your trademark 


@® Mrs.J.C.P.of Montgomery, Ala., wanted 
her Kelvinator Refrigerator repaired. She 
referred to the Classified under the Refrig- 
erator heading and quickly found the Kel- 
vinator trademark. She gave the order to a 


nearby dealer. 


@ The ‘blue coal’ dealer in Reading, Pa., 
recently reported that he is getting about 
70 new customers a month, many of whom 
come as a result of his listing under ‘blue 


coal’ in the Classified. 


@ Mr. L. T. of Los Angeles needed repair 
work on his Chevrolet. Looking under the 
trademark in the Classified, he selected a 


convenient agency. 


Post-war Americans will need a lot 


His Address + ° 


ABOUT YOUR TRADEMARK 


less often. 


cee Directory. 


uct or have it serviced can easily find where. 


directories. 


This identification plan assures that peo- 
ple who want to buy a certain branded prod- 


More business for your dealers 


The Classified is proving particularly val- 
uable today in attracting repair business. 

Realizing this, a sewing-machine manu- 
facturer has just authorized the listing of 
his trademark and loc 
sified section of twenty New England 


al outlets in the Clas- 


To help offset this: 
You can keep your trademark and brand or company name in the 
homes of your best prospects. Do this in a book they frequently refer 
to for point-of-sale information—the Classified section of the Telephone 


You have made an investment, through advertising, in building recog- 

e s 
nition for your trademark. That may be jeopardized, if production of 
your branded products has been cut—with people seeing the trademark 


A flexible plan 


This trademark plan helps dealers both 


during normal times and today’s unusual 


you have 


have exte 


sentative 


phone business office. 


For full information call the 
Directory 


conditions. [t is flexible also in the way you 
may use it, selecting directories only where 


distribution, 


Many advertisers, after an experiment, 


nded their use. 


Advertising Repre- 
‘at vour local tele- 


> 


of goods 


By listing your trademark and 


the Classified now, you will help the public 
to remember your brand then. Meanwhile 
this identification plan will help bring in 
more repair business to your dealers. 


Many well known trademarks 


are in the Classified and have been, for many 
years. We suggest that vou look in your 
directory to see these familiar brands, prob- 


ably some in your own field. 


Under the trademarks you will see dis- 
tributors, dealers and other authorized rep- 


resentatives. 
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Voelker Named Sales Mgr. 


of Pittsburgh Steel 


Joseph A. Voelker, formerly dis- 
trict sales manager for Pittsburgh 
Steel Company, has been appointed 
general sales manager with head- 
quarters in Pittsburgh. He has 
assumed the duties formerly per- 
formed by J. K. Beeson, vice-presi- 
dent in charge of sales, who has 
been commissioned a captain in the | 
Army air forces. 

W. F. Boore has been named act- 
ing district sales manager in New 
York; L. A. Ver Bryck, who was | 
Pittsburgh district sales manager, 
has been named sales representative 
in Washington, D. C.; and Joseph G. | 
Smith, compliance coordinator in 
Pittsburgh, has been made acting 
Pittsburgh district sales manager. | 


Puts Out Production Issue 


The August Factory Management | 
and Maintenance, its second annual | 
national production issue, contains | 
50 case study articles showing how | 
industrial companies are getting the 
most effective results from men, | 
machines, materials, methods and | 
maintenance. 


Schroeder to B-S-H | 

Lester Schroeder, formerly with 
the media department of Compton 
Advertising, New York, has joined | 
the radio department of Blackett-| 
Sample-Hummert, Chicago. 


| 


“KRNT tells ‘em 
what's cooking... 
andin they come” 


—reports vice-president of 
lowa's largest cafeteria 


With over a million people in their 
trade-area, Des Moines stores regu- 
larly draw shoppers from towns 50, 
60 or even 80 miles away. Noon or 
evening, when hunger calls, many of 
these visitors head for Bishop’s, 
Iowa's largest cafeteria.” 

Sam Park, Vice-President of 
Bishop’s, reports that “time and 
again, guests tell us Bishop adver- 
tising on KRNT has stirred up an 
appetite for our crisp salads, special 
desserts, or our Iowa prime ribs of 
beef. We can seat 486 guests at 
once. We like to have these seats 
filled. And KRNT is doing a lot to 
help fill them.” 

Each week-day since September, 
1941, Bishop’s have used the KRNT 
Women’s Club of the Air, conducted 
by Betty Wells. Even more elo- 
quent than Sam Park’s comments 
are three consecutive 13-week re- 
newals of Bishop’s contract for this 
KRNT feature. 


BASIC BLUE e 
AND MUTUAL 
5000 WATTS 


KSO 
KRNT se, 


The Comies Stations in 
DES MOINES 


Affiliated with the 
Des Moines Register & Tribune 


Represented by The Katz Agency. 


Weis Plans for 
Heavy Post-War 
Ad Campaign 


Continues Promotion 


of ‘Model V' Cabinet 
Shower to Trade 


(Picture on Page 31) 
Elkhart, Ind., Aug. 5.—Confining 
promotion of its non-metallic 
“Model V” cabinet shower to busi- 


|ness papers and direct mail for the 


present, Henry Weis Mfg. Company 
nevertheless looked forward this 
week to resumption of advertising 
in consumer media to the most re- 
ceptive market in its history. 

The Model V Weisway was de-| 
veloped to meet a direct government 
demand for a space-saving, non- 


|metallic shower bath unit adaptable} py. 


to large-scale housing projects, ac-| 
cording to Carl L. Buchanan, sales | 
promotion manager. 
mand in the public housing field so | 
far dwarfs the consumer field that 
the company considers it imprac- 
tical to plunge into an extensive 
consumer campaign. Production 
problems also dictate a similar pro- 
cedure. 

But when the post-war market} 
really opens up, Weis will have the 


bark on a new consumer campaign. 


Commandeers Supply 

Sales of shower cabinets in the! 
usual sense are taboo because the 
government decrees where they are | 
needed and in effect commandeers | 
the supply for war purposes, Mr. 
Buchanan said. “Later, when and if | 
WPB officials decide to call a halt 
to new housing and stress the idea 


of ‘billeting’ war workers in pres-| 


continued, “we will have gained 
the proper background for launch- 
ing a consumer campaign to pro- 
;mote modernization of present 


baths. The housing capacity in 
crowded areas where _ additional 
| war-worker families must be ac- 
commodated would be_ increased 
tremendously, and at a saving in 
costs and time.” 

| Weis pioneered in developing 
and marketing a leakproof, prefab- 
ricated cabinet shower for home 
use “in a space three feet square or 
less,’ and its advertising and pro- 
motional efforts have consistently 
sold the idea of adding an extra 
bath to the home. That advertising 
in general is cognizant of an in- 


creasing trend toward shower bath-| 


ing is pointed up by the increasing 
use of shower illustrations in ads 
for other products. Current adver- 
tisements of leading soap manufac- 
turers are cited as examples of this 
trend. 

Sold “Extra Bath” 


Pre-war advertisements of the 
company in both consumer publica- 
tions and business papers joined in 
the plumbing industry’s campaign 
to sell the desirability and practica- 
bility of “adding the extra bath.” 
During the months immediately be- 
fore Pearl Harbor, the company 
|emphasized a “conservation by mod- 
ernization” theme and defense hous- 
ing advantages of Weisway cabinet 


showers in its messages to the 
plumbing trade. 
In a mailing to the trade last 


month, the company admitted that 
the Model V cabinet was short of 
the quality built into the pre-war 
Weisway, but termed it a satisfac- 
tory alternate to meet the present 
emergency. Illustrated folders out- 
line specifications of the units de- 
signed to save critical materials and 
which, actually, use less metal than 
permissible. 


| 
Current full-page copy in Do- A Chiltes | 
ee Sanaa ~ “ t that advertising manager of Meyerberg 
eg ec ner : $A ene S our that Milk Products Company, San Fran- 
eisway Model V showers and sim- cisco, evaporated milk producer. He PUBLICATIONS, INC., 100 East 42nd Street, New York plication | 
ilar wartime units are the only bath will continue to operate his radio stag 
equipment permissible under WPB.: business. 
= ti 3: ex ay LS ates 
Pi nee ; ee GSMS " “ aaa) N “" 
aot is sch ene cade ts Rng sig * a 


homes into smaller apartments or'| 
living quarters by adding Model Vv 


SHOP BY BUS 


“How to Shoat The REBEL on Sort Ratios 


TSENG A BES FROM ANY POENT FN OR AROT ND 


Reliable Furniture Co., Rochester, N. Y., 
now conducting its annual August sale, 
decided to forestall the effects of gas 
rationing Aug. 22 by showing customers 
in advance how to travel to its door by 
The bus map ad appeared in the 
Rochester Democrat and Chronicle. 


eae! 
homes, “duration dormitories” and 


military barracks. 


demand that will come in the post-| 


bathing.” 
“Steady, well - placed advertising | 


|benefit of reactions of the trade) on a national scale, plus intelligent | 


and sales opportunity than ever, 
porarily delayed,’ Mr. 
said. “Needless to say, 
intend to relinquish the present 
favorable position in which persist- 


ent advertising has placed us.” 


Buchanan | 


Farm Journal’ Offers 
Turkey as Contest Prize 


‘ 


tue sige A 12-pound smoked turkey and | 
ent homes of civilian occupants,” he|94 jars of smoked turkey pate are | 


offered as prizes in a contest re- 
cently announced by Farm Journal 
and Farmer’s Wife, Philadelphia. 
The contest is open to advertisers 
and agency personnel. Prizes will 
be awarded to those guessing closest 
to the correct number of letters 
received by Farm Journal editors in 
answer to a letter published in one 
of the magazine’s recent issues. 

The letter in question, which ap- 


Cranberry Grower ‘per cent of the total output 


| | the sugar supply situation. 


and 300-line copy at frequent inter- | Vasoll, formerly controller, as tre 


| list 
| Weekly, Family Circle, This Week 
Present de-|jjmitations for thousands of defense | Magazine and Woman’s Day, plus| 


|war world —for cabinet shower'| five times weekly. 


jand of actual Model V users in the) merchandising efforts, have brought| first introduced by the Exchange in 
housing projects where they are be-| ys to the threshhold of what ap-| 1940, has been acclaimed successful 
|ing installed, and intends to em-|pears to be a greater advertising | 20d its use will be further expanded 
| this year. 
|though its realization may be tem- packed 24 to 


we do not| Cost of a more elaborate package, 
|are said to 
|new-style package. This figure was 


|it is expected that the number will | 
| be doubled to 150 carloads this year,| 44 


_ peared on the publication’s “Letters | 


from Farm Women” page, was writ- 
ten by a Minnesota farm wife who, 
signing herself “Rebellious,” re- 
| nounced the joys of home-canning 
jand declared a 
|not be a “stay-at-home” or a “stick- 
in-the-mud.” Publication of the 


farm mother need | 


|letter brought a flood of angry pro- | 
jtests from the magazine’s readers, | 


taking issue with “Rebellious.’’ Con- 


test entrants are asked to guess the | 


number of such letters received. 


Esso Expands Its 


S. A. News Broadcasts 


Standard Oil Company of New 
Jersey has, through contract with 
the United Press, extended its Esso 
Reporter program of Latin Ameri- 


can newscasts. Three additional 
outlets in Brazil boosts the total 
number of stations to 30 in 15 


South and Central American coun- 
tries. 
The schedule in Brazil has been 


increased from six to seven days 
weekly, including two newscasts 
each Sunday. Existing schedules 


will continue in the other countries. 
McCann-Erickson is the agency. 
Directs War Program 

Cal Kuhl, J. Walter Thompson 
radio producer for Kraft Music Hall, 
has taken over direction of the War 
Department's “Command Perform 
ance” radio series being produced 
in Hollywood. Mr. Kuhl took over 
when Maury Holland, another 


Thompson producer, left for New 
York. 


Coleman to Milk Co. 


Caryl Coleman, free lance writer- 
producer and radio counsel to agen- 
cies and clients, has been appointed 


| 
| 


|which would represent nearly 19 
Sales 
of cellophane package re 
limited, however, to super markets 
and self-service stores in Eastern 
areas where a rapid turnover 
| assured. 

Batten, Barton, Durstine & Osborn 


1S 


Sef for Expanded 


| Fatmor Campaign is the Eatmor agency. 


. 
New York, Aug. 5—Though 1942, Kenyon Named Chairmen 


advertising plans are still in the | of Board at K &E 

formative stage, indications this| : 

week were that the American Cran- r — — a Pag Wed 1 
for Eatmor cranberries will show @| man of the board, succeeding ne 


20 per cent increase in newspaper) jate Henry Eckhardt (ADVERTIS 


space as well as a slight increase in| Ace, July 20). Mr. Kenyon d 
magazine insertions. The seasonal| Mr. Eckhardt purchased the Ray D, 
drive is scheduled to start about} Lillibridge Agency in 1929 to form 
mid-October, and the copy probably | their own agency. 

will feature sugar-saving recipes,|__ Other officers elected oe Dwight 
unless there is a drastic change in ple gd ge stating fale age . 


board respectively, as directors of 
The Exchange plans to use 120|the corporation; and Charles : 


vals in 170 cities throughout the) urer. 


United States and Canada. The) —_—_——_— 
advertisements will be placed in a ‘Labor Press’ New Weekly 
The Milwaukee Labor Press he- 


total of 185 papers. The magazine | 
hag nna evga Pe publication as a tabloid weekly 
|Aug. 6. <A. S. Harvey, formerly 


. US| with the Milwaukee Sentinel, is the 
farm papers and business papers in| editor, and Elmer A. Krahn, who 


Besides this im-|the home economics, hotel, grocery served on the staff of the old Mil- 
mediate market for plumbers, the|and restaurant fields. 
copy adds, “Every Weisway Model) schedules 
V installed now is increasing the| year’s budget when announcements 
| were aired over 20 stations three to 


Spot radio| waukee Post and Leader for more 
approximate last|than 25 years, is business manager 
'of the paper. 


will 


Discontinue Delivery 

New Packaging Adopted | The Morning News and Evening 
| Press, Savannah, Ga., have discon- 
A one-pound cellophane package, | tinued deliveries to suburban sub- 
scribers because of new gasoline 
regulations. The papers have an- 
nounced that they will attempt to 
The cellophane bags are|Set up stations in suburban com- 
a corrugated shipping|™unities where subscribers may 


carton and in addition to saving the | pick up their papers. 


value for Blagg gg MAILING SERVICE 


exchange shipped 15 carloads of the | 


_ Maultigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


0 S. Dearborn St. Wabash 8655 


More L ruth 
Than Poetry! 


Production Solved, 
Delivery Now the Key: 
Reveals Donald M. Nelson 
In Reorganizing WPB. 


increased to 75 carloads in 1941, and 


1) and W has been sounding this warning edi- 
torially since long before Pearl Harbor; particu- 
larly as it relates to our Nation’s indispensable 
Motor Transport systems and equipment. 


Official Washington has been reading our criti- 
cisms of the use of overburdened rail facilities for 
the transportation of war goods that could be 
delivered faster by trucks and trailers. 


Production is NOT solved, and will not be, until 
adequate supplies of rubber substitutes (now 
claimed possible of quantity production ), gasoline, 
oil, replacement parts and new vehicles are made 
available to keep alive the truck fleets of our 
country; without which, the war cannot be quickly 


won. 


Express your approval of this editorial policy by 


Jes 
aadve 


rtising your automotive products, services and 
facilities to the fleet owners and Government 


officials who read D and W. 
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REASON-WHY COPY 


dtate Hueet- 


BELONGS to ERIE 


Typical of the ads used by Erie's inde- 

pendent grocers is this 1,010-line inser- 

tion emphasizing the contributions of 

home-owned stores to the community's 
well being. 


Erie Independents 
Open Barrage on 
Chain Competitors 


Lone Advertiser 
Starts Ball Rolling; 
Bandwagon Now Full 


Erie, Pa., Aug. 4.— A _ proclama- 


ent” campaign appeared mandatory 
to officials of the local baker, fol- 
|lowing analysis of figures which 
showed that 13 chain stores did ap- 
| proximately 35 per cent of Erie’s 
food business last year, with 475 in- 
|dependent stores accounting for the 
/remaining 65 per cent. 


War Worries Trade 


| Firch’s suggestion that a coopera- 
| tive drive be inaugurated was dis- 
cussed early this year with local 
grocers and wholesalers serving this 
market but, in the words of Paul 
| Dwyer, manager of the baking com- 
| pany, “these business men thought 
| that the Battle of Britain and the 
Second Front were too much to 
buck against to try to sway public 


|opinion in favor of home-owned 
| food stores.” 
Taking the bull by the horns, 


| Firch decided to start the promotion | 


itself, with the understanding, how- | 


}ever, that the local food industry | 
would join the crusade if positive | 
‘results began to appear. The bak-| 
ing company had an_ identifying 
“Home-Owned” seal designed, and 
first copy broke in June. Two in- 
sertions were scheduled weekly, and 
a newscast rounded out the sched- 
ule. 

Before the end of the first month, 
other independent food interests 
joined up under the Firch banner. 


| 


INDEPENDENTS' DAY 


NG YOUR SUPPORT’ 


DR 


Winding up the first phase of their 


“trade independent” 


campaign in Erie, 


local food dealers and wholesalers pay 


tribute to 


retailers 


goods, too. 


in other 


of 


lines 


| 
| 


of the city’s food volume than ever 
before. 


Campaign to Go On 


The enlistment of the mayor and| 


other prominent citizens as sponsors 
of the “Home-Owned” movement 
gave the campaign added emphasis, 


and this week numerous ads are ap-| 


pearing daily, each sponsored by an 
individual food outlet and each 
bearing the identifying seal. 


ent” organization is now flourishing | 
in this market, and indications are 
that shortly the Firch-inspired cam- 


| 


| York Names Meisenhelder 


Ralph B. Meisenhelder, assistant 
,to the president of York Ice Ma- 
| chinery Corporation, Hostetter 
building, Pittsburgh, has been ap- 
pointed director of war contract 
progress. His duties will consist of 
coordination and liaison responsi- 
bilities within the sales, engineering, 
manufacturing, administrative and 
war material divisions. 


A permanent “Trade Independ- | ‘Schiller Succeeds Martin 


D. V. Schiller has been named ad- 


| vertising manager of Massey-Harris 


paign will be resumed on an ex-| 


panded scale. 


Elder Named Director 

Dr. Lucius W. Elder has been ap- 
pointed director of the physical 
chemistry section at the Central Re- 
search Laboratories of General 
Foods Corporation. Dr. Elder has 
been engaged in research work with 
General Foods since 1932, when he 
joined the staff of the Post Products 
Division’s laboratories at Battle 
Creek, Mich. 


Estes Advanced 


When the end of the first tentative 
schedule wound up last week groc- 


ers agreed 
were receiving 


that 


the 


independents 
a better 


proportion 


Harry Estes has been appointed 
San Francisco sales supervisor of 
Rainier Brewing Company, San 
Francisco. He was formerly public 
relations director for the company. 


Company, Ltd., Toronto, succeeding 
John Martin, who was recently ap- 
pointed coordinator of all forms of 
government advertising in Canada, 


raat Mi 
ae, 


i} 


/ 


t took 


oy those eggs at WFDF Flint 
Mich. 


to hatch this idea!” 


tion by the mayor of this city desig- | 


nating the current week as 
Owned Food Stores Week,” marked 
the culmination of an 
promotional experiment in which a 
local advertiser had to play a lone 
hand in proving the sales possibili- 
ties of a broad cooperative campaign 
in behalf of independent dealers. 
Twice weekly, since the begin- 
ning of June, large size advertise- 
ments have been appearing in the 
Erie Times, urging consumers to 
“trade independent” and to look for 
the “Home-Owned” seal in patron- 
izing food stores. A daily 


been plugging the same theme every 
morning at 8:45. At first glance the 
campaign resembled a fruition 
some of the proposals put forth in 
recent years by such groups as the 
National Association of Retail Groc- 
ers, but actually, it turned out to- 
day, the drive was initiated and 
carried through its first stages by a 
Single advertiser — Firch Baking 
Company. 


The need for a “trade independ- 


9:30-10:30 Nightly 
ra MOST VITAL +z 
‘HOUR IN RADIO 


FULTON LEWIS, in.-MBS 


PHILLIPS 66 NEWS REPORTER 


“Ee ton + Transradio 
Service of 
e Chica aily News 


interesting | 


news | 
broadcast over Station WLEU has | 


of 


“Home- | 


The A.B.CGvs 


of Readership 


nthe [Komen’s Market 


GREATEST INTEREST 
ever recorded—A 3-to-l gain in high 
readership since the 
Women are using women’s magazines 


war began*— 


as never before, because only these 
service books help them solve 
today’s problems. 


Today’s Women’s Audience 


BIGGEST ever recorded—14,004,246 
certified A.B.C, (last half ’41). 
More women buy and read women’s 
service magazines today because they 
are faced with new wartime prob- 
lems of home management. 


Woman's Home Companion 


BIGGEST CIRCULATION 
in its history (3,744,873 certified net 
paid A. B.C.—last half ’41). 


HIGHEST READERSHIP— 

both of editorial service material 
(Clark Survey) and advertising (Starch 
Survey) of any magazine in its field. 


*L. 


M. Clark continuing survey. 


THE FACTS SPEAK FOR THEMSELVES: High circulation 


...intense readership...these are the true, tested 
measures of any magazine’s value. This is the advertising 


power you buy in the Companion. 


— 4 


Womans hone } 
OMp 


and accepted 


anion 


UNDERSTANDING WOMEN IS OUR FULL-TIME JOB! 
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Natural Gas 
Companies Start 
Insulation Drive 


Pittsburgh, Aug. 7.—“Cut your 
heating costs and help speed vic- 
tory,” is the over-all theme of an 
advertising campaign launched | 
today by the Natural Gas Compa- 
nies serving the greater Pittsburgh 
area. 

The drive is intended to help the 
government by promoting conserva- | 
tion of gas fuel against possible | 
wintertime shortages, and indirectly | 
to promote automatic gas heating 
in insulated homes. 

The first phase of the campaign 
undertaken by the Equitable Gas | 
Company, Peoples Natural Gas} 
Company and Manufacturer’s Light | 
and Heat Company, will be devoted 
to selling the idea of insulating 
homes against heat losses by the 
installation of insulated roofs and 
side-walls, storm windows and 
doors, and weatherstripping. For 
this part of the drive, a series of 
five advertisements, each 5 columns | 
by 14 inches, will appear in each of | 
the three Pittsburgh daily news- 
papers, for a total of 15 insertions! 
spaced over a period of nine weeks. | 
The first ad appeared in the Post-| 
Gazette today and subsequent copy 
will follow in the same publication 
every other Friday. The same series 
will be published on alternate Sun- 
days in the Press and Sun-Tele- 
graph. In addition, similar ads of 
smaller size will be used in news- 
papers circulating in nearby smaller 
towns and communities which are 
served by the local gas companies. 


Manufacturers, Dealers Cooperate | 


Cooperating in the program are a| 
number of manufacturers and deal- | 
ers of home insulating materials, 
including Johns-Manville Corpora- 
tion, Philip Carey Company, United | 
States Gypsum Company and Celo- | 
tex Corporation, who 


are using 
advertising space for their own 
products in conjunction with the | 


large ads of the Pittsburgh gas com- | 
panies. 

The insulation campaign was| 
launched comparatively early in 
order to give consumers plenty of | 
time to prepare their homes before 
the advent of cold weather. The 
current program will be followed 
by a general gas conservation series 
to be continued through the winter. 
This campaign will stress the vital 
role that natural gas is playing in 
the war production picture, coupled 
with some healthy boosts for nat- 
ural gas as the fuel of the post-war | 
era, 

Ketchum, MacLeod & Grove, Inc., 
Pittsburgh, is in charge of the cam- 
paign. 


Receivership Ordered | 

An order for a receivership for | 
the Enquirer, York, S. C., has been 
signed by Circuit Judge A. L. Gas- 
ton, and the paper is to be operated 
as a “going concern” until it can | 
be sold. The paper, which is 100 
years old, recently changed from a 
semi-weekly to a weekly in an effort 
to meet war conditions. 


STARTS NEW DRIVE 


‘A Mature! Garo ritel te wer indestres 


/ 
ACT NOW... WHILE THERE'S AMPLE TIME! ioe 
Natural Gas Companies 


This is the opening shot in a new cam- 
paign by the Natural Gas Companies, 
Pittsburgh, to preserve the gas supply 
and build toward greater post-war use 


bod Dealers Keep 


Chins Up Despite 
Business Losses 


Detroit, Aug. 6.— Automobile 
sales executives returning from 
|field trips reported a _ surprisingly 
|high morale this week among car 


|dealers who, generally, are show- 


ing remarkable resourcefulness in 
|keeping business going despite the 
|auto famine. 

“What pleased us particularly,” 
said Forest H. Akers, Dodge Divi- 
'sion vice-president in charge of 
' sales, “was the courage and com- 


|mercial ability shown by dealers in | 


‘adjusting their business to condi- 
| tions such as none of them encoun- 
tered before. 

“Dealers who had carried these 
adjustments out more successfully 
| were, as a rule, older dealers who 
|had learned their first retrench- 
|}ment lessons in the depressions of 
|a decade or so ago.” 


Used Car Sales Good 


of automatic gas heating in homes. 


| by the Sulphur Times-Democrat. 


According to Mr. Akers, retail 


% ‘ ER ae ven phi: 
us nded deliveries of new cars and trucks 

Sulphur Nows - _ Oklz | varied with the different interpre- 
The Daily News, Sulphur, Okla.,| tations of eligibility rules by ra- 


published daily since 1933, has sus-|,. 2 i 

pended publication for the duration. tioning boards. Few of the dealers 

Subscription lists will be taken over | Visited appeared tempted to sell 
itheir stocks of new vehicles as 


quickly as possible, but showed a 
frequen to cooperate with ration- 
|ing authorities by stretching stocks 
|} over a longer period. Used car 
' sales were reported good. It was 
|found that most dealers were de- 
voting their energies to the devel- 
opment of shop work, although the 
shortage of mechanics was one ob- 
stacle. 

| Back from an extended trip 
through the East, D. E. Ahrens, 
|general sales manager of Cadillac 


jout the United States. The 


—— 


‘Yank’ Goes to Soldiers 
Within the U. S. 

Yank, Army newspaper publis 
for American soldiers serving over. 
seas, will hereafter also be avail. ld 
able to military personnel throug! 


publication was previously lim:t 

to overseas distribution. 
Designed for and written by en- 

listed men, Yank can be sold only p 

to military personnel through re ‘aij r 

sales at either Army exchanges or 

other military agencies or through 


|Motor Car Division, reports en-|direct mail subscriptions. Offices of 
/couragingly on conditions among|are located at 205 E. 42nd street, 
'his distributors and dealers. New York. 
| reer Chic 

| Service Business Increased Cleworth Joins Sutton merch 
| “For obvious reasons,” he said,| C. William Cleworth, formerly ma I 
“owners are conserving the mileage | @ssistant manager of McGraw-'till Ge 
in their motor cars. The reduction |¢lectrical and radio publications, here t 
¥ 4 ; : and more recently vice-president of made | 
|in service business, however, is not| Flectrical Publications, New York. jobber 
in the same proportion. Actually | has been named New York and New ers mi 
jour distributors reported their|England district manager of Elec- of $30 
service volume to June 1 was/|trical Equipment by Sutton Pub- ens 
nearly 40 per cent greater than for | lishing Company, New York. Pe d 
the like 1941 period, which is sig-|. , a we 
nificant because 1941 was the big- Join Agency Staff re 
|gest service year in our history.” | Irving R. Hill, formerly account Tuesdi 

The percentage of increase in| executive with Halpern Advertising expect 
service volume over the same ey Nig Lang Foc dmg E. oe 
/period a year ago, he pointed out, | aaa’ ae ‘Saat SS ikane : ~ denced 
|was larger in the gas -rationed| york, have joined the copy depert- over 
| Rates than in states which as yet| ment of Director & Lane, New York sufficie 
|have no gas rationing. advertising agency. holiday 


GADGETS sy GOLD 


The hair mask was for Fitch, to help 
women make up their minds about their hair 
make-up, and sold a lot of hair preparations. 

The motion picture camera made a lot 
of children ask their mothers and their 
grocers for Pillsbury’s. 

The plane is one of a group created for 
Swift, giving that firm a fast head start with 

. the younger generation. 

The Play Bakery (shown in part only) 
was created for Commercial Bakers of the 
United States, helped a whole industry. 

All of these are shipped, mailed 
distributed flat; are scored for foolproof 
folding. Most of them are animated and do 
something! For novelty, color, action, and 
results—all of them and many more of Mr. 

Gold’s inventions were very successful, 
And we have on hand three new speciab 
tiesavailable forenterprising advertisers who 


ask for them first! Investigate—right away! 


EINSON~FREEMAN CO., Inc. 


Starr and Borden Avenues, Long Island City, N. Y. 
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‘mall Town Buyers 
Grab Lion's Share 
at Chicago Marts 


Predict Retailer Sales 
Will Exceed Totals 
of Last Fall 


Chicago, Aug. 6.—Small town 
merchants grabbed the buying spot- 
light at the semi-annual meeting of 
the Interstate Merchants Council 
here this week as predictions were 
made that sales volume of Chicago’s 
jobbers and manufacturers to retail- 
ers might soar over last fall’s total 
of $30,000,000. 

Fears of a wartime slump in 
attendance and sales melted when 
an estimated 16,000 out-of-town 
merchants converged on the city 
Tuesday, 1,000 more than had been 
expected. 

The general concern being evi- 
denced by small town merchants 
over the possibility of securing 
sufficient stocks for their fall and 
holiday trade is being reflected in 


unusually heavy purchases, Roy M. 
Henry, of Butler Brothers, pointed 
eut. He said sales for the first two 
days of the meeting had been “tre- 
mendous” and that all lines of mer- 
chandise were represented in the 
sales volume. Business of the Chi- 
cago wholesale house for the fall 
market is setting an all-time record, 
he added. 


Tire Saving Figures 


“With consumers unwilling to use 
their tires to go long distances for 
their buying, and with farmers 
enjoying greater prosperity,” Mr. 
Henry said, “the village crossroads | 
store is again coming into its own. 
As a result, buying by visiting mer- 
chants is soaring to new heights.” 

Frederick H. Scott, president of 


difficulties to date in the dry goods 
and department store field were 
termed more imaginary than real by 
Earl W. Elhart, editor of the retail 
executives section of Women’s Wear 
Daily, who spoke before an infants’ 
and children’s wear clinic. 

Business volume for the balance 
of 1942 should hold up well, he said, 
price ceilings are not entirely black, 
and steps must be taken to see that 
merchandise is distributed fairly so 


| that small merchants are protected. 


Department store sales are still run- 


jning 13 per cent ahead of 1941, 


which he termed “without doubt the | 


most profitable year in a genera- 
tion.” 


‘Post’ Assets Published 


R. Emerson Gardner has been ap- 


Carson Pirie Scott & Co., reported pointed referee in bankruptcy for 


that attendance at the company’s 


the Press Publishing Company, pub- 


wholesale division had exceeded all |lisher of the Atlanta Evening Post, | 


expectations and that the visitors | 

were in a definite buying mood. 
Similar enthusiasm was reported 

among buyers at trade expositions 


under way at the Merchandise ponte 


at millinery and women’s wear 
shows in the wholesale district, and | 
at style and gift exhibits at several | 
Chicago hotels. 


Trouble is undoubtedly ahead for | 


in an order signed by Federal Judge 
E. Marvin Underwood. Liabilities 
of the company, according to its 


president, Matt Perkins, amount to | 


$15,000, and assets amount to $6,000. 


McDougall Named Mgr. 


Kenneth McDougall, formerly 
public relations adviser for Savings 
Bank Association of Massachusetts, 


the retail field, with a decreasing has been elected executive manager | 


number of outlets in stores, but 


of the organization. 


| 


GOING, GOING, GONE, IS STORY OF GIN 


IMPERIA! 


wi 


the perfect ploce-taker 


. 
FO UND: for the drafted Gin Collins’ 


re (MPERIAL 
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How to moke an 
IMPERIAL COLLINS 


IMPERIAL 
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FINE GINT 


¢ 


TO THE MAN WHO 
MAS NEVER TASTEO 


GILBEY'S GIN! 


; 


Domestic gin is virtually disappearing, because distillers have converted 100 

per cent to production of alcohol for explosives. Hiram Walker & Sons (left) 

solves the problem with “the perfect place-taker for the drafted Gin Collins" — 

an Imperial Collins (Sherman K. Ellis & Co.). National Distillers Products Corp., 

(right) portrays "a man in a hurry" to get his share of the remaining stock 
of Gilbey's gin. Lloyd, Chester & Dillingham is the agency. 


...pLus PAPER into GOLD! 


$m Gop isa man who started cutting paper dolls a 


few years ago, and made it pay. He is a maestro of mount- 


board, fancying and fabricating devices that people want, 


and kids go crazy over. Manufacturers who buy Mr. Gold’s 


cardboard creations in quantity get quantity response. In 


other and happier days, we might refer to these Gold 


gadgets as premiums. They are in fact, a plus to a product, 


a buying idea, a merchandising scheme, a sales program; 


an extra inducement to favor one product over another, 


to try something new; 


gatherers of good will; and an 


inexpensive but very effective means of winning friends 


and influencing customers. 


There is no shortage of paper, all insinuations to the 


contrary. There is no shortage of ideas in Mr. Gold, or 


the rest of the Einson-Freeman organization. No ink 


shortage, either. So we give you Mr. Gold as our good 


deed for 1942. He is our newest vice-president, selected 


on the “No premiums but paper” platform. 


He can and will create point-of-sale attractions, self- 


liquidating devices, audience participation gadgets to put 


new life into old radio programs, combination sale items, 


free offers, industry promotions, patriotic promotions, 


and other exclusive attention devices too numerous to 


mention. For a hypo for that slipping sales line, stimulant 


for the stale appeal, cynosure for the shy product, TNT 


for the tired market, Mr. Gold is your fair-haired boy. 


Gold gadgets will be executed by Einson-Freeman in our 


usual inimitable manner, superbly produced at lowly 


prices . . 


IRonsides 6-8900. 


. A phone call is still faster than the mails 


Sum Gold . . . known to agency 


executives and advertisers asa magician 
whocan make premiums out of paper... 


make them work... make them pull... 


an ex-officio sales counselor... 


vice-president of Einson-Freeman Co., 


Inc... . available for consultation. 


EINSON-FREEMAN CO., inc. 


TIMELY AND TOPICAL LITHOGRAPHERS 
STARR & BORDEN AVENUES © LONG ISLAND CITY « NEW YORK 
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Hotel Operator 
Reports Advance 
in “42 Business 


Brainerd, Minn., Aug. 5.—Arthur 
L. Roberts, who operates 22 hotels, 
six of which are in resort areas, 
reported today that Roberts Pine 
Beach Hotel, located on Gull lake 
near here, is running ahead of last 
year in volume of business. Most 
of those visiting the hotel have come 
by train rather than automobile, 
however. 

This authority, who has three 
resort hotels in Minnesota and three 
in Florida, besides 16 commercial 
houses in Indiana, Minnesota, Iowa 
and North Dakota, believes that 
resort business may continue better 
than predicted, though he is pessi- 
mistic regarding the immediate 
prospects of commercial hotels in 
non-defense areas. 

There are two Roberts hotels in 
Palm Beach and one in Miami 
Beach. He is definitely planning to 
reopen the Palm Beach hotels for 
the full season of 1942-1943, but has 
not yet made a decision regarding 
plans for Miami Beach. Many of 
the hotels there have been taken 
over by the government for air 
forces training purposes. 

Mr. Roberts is an aggressive 
advertiser, using travel pages of 
newspapers and outdoor bulletins, 
plus some magazine space and local 
radio broadcasts. 

“Now is no time to stop adver- 
tising,” he commented. “Even if 
volume is not up to expectations 
everywhere, we must continue to 
let people know that we are still 
in business and ready to serve 
them.” 


Rourke Advanced 

Neil G. Rourke, account execu- 
tive with Irwin Vladimir & Co., 
New York, has been elected a vice- 
president. 


COVERS NOREOLK 
AND RICHMOND 


IN VIRGINIA! — 
50,000 WATTS DAY 
AND NIGHT CBS 


PAUL H. RAYMER CO. NATIONAL REPRESENTATIVE 
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ADVERTISING AGE 


August 10, 1942 


Voice of the Advertiser 


Adman Offers Nation 


Sure-Fire War Song 

To the Editor: The Bombardiers 
have a song!... 

The Army has a song!! 

The Navy has a song!!! | 

The Marines have a song!!!! 

The Artillerymen have a song!!!!! 
But great day in the morning, the 
rank and file of the American 
people, Mr. and Mrs. John Q. Pub- 
lic, who need to be stirred into a 
veritable frenzy of madness, up to 
this time have not had a soul-stir- 
ring song to unite them in coordi- 
nated effort to fight the war. 

But they have one now (says the | 
shrinking violet with unbounded | 
enthusiasm) ; because the lyrics have 
been written and the humming 
melody arranged, and a great ban- 
quet room full of Rotarians and 
their ladies made the rafters ring! 
when they sang it lustily at the Rice | 
Hotel here in Houston last Thurs- 
day a week ago. If that group could 
sing it with the greatest of ease, as 
though they had been singing it for 
years, I am confident that soon it 
will go rolling over the airways, up 
hill and down dale, until it is picked 
up in every city of the land, 
whistled on the streets, hummed by 
folks whose boys are fighting to pre- 
serve the American way of life; yes, 
gentlemen, it will be sung in every | 
factory and every place where the 
men behind the men behind the 
guns are at work. 

If all goes well, and nothing seems | 
in the way, “Wake Up America” 
will soon be released to the nation. 
Hear it now, and decide for your- 
selves if this isn’t in truth and in 
fact the song the nation has been 
waiting for. 

JOHN L. DE BRUEYS, 

John L. de Brueys, Advertising, 

Houston, Tex. 


- = = 


Club Expresses Thanks 


To the Editor: This is just a line 
of thanks and appreciation to Ap- 
VERTISING AGE for that excellent 
page devoted to the work and ac- 
complishments of our war work 
committee in the club here. 

It was accurately and most in- 
terestingly prepared, and I could tell 
from the many comments of our 
members how widely it has been 
noted and read. So, thank you very 
much for this evidence of friendly 
interest in the workings of the club. 

CHARLES C. GREEN, 

Managing Director, Advertising 

Club of New York, New York. 
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‘The Sticks’ Get 


Two-Fisted Defense 

To the Editor: 
ested in your page house advertise- 
ment in ADVERTISING AGE for Aug. 
3, especially your reference to “the 
sticks.” 

New Yorkers and Chicagoans 
should think twice before they refer 
to any section of this country 
“the sticks,” especially when speak- 
ing of advertising. 

Where can we find in New York 
or Chicago a better, more consist- 
ent or more successful advertiser 
than Coca-Cola, straight from the 
heart of the red hills of Georgia, 
with its advertising directed these 
many years by a St. Louis agency? 

Let New York try to furnish a 
fountain pen company with a better 
advertising record than Sheaffer 
from the quiet little city of Ft. 
Madison, or Parker from small, but 
bustling Janesville 

Even the giant packers of Chicago 
sometimes look with envy upon the 
smart management that. directs 
Hormel, whose only plant and 
home office is in the rural village of 
Austin, Minn., and while speaking 
of packers, let no one think for a 
moment that a metropolitan packer 
would sneer at the record of either 
Rath of Waterloo or Morrell of 
Ottumwa, both little cities in the 
heart of the tall corn belt. 

While Cincinnati is no village, 
some Chicagoans and New Yorkers 
might think of it as being in “the 
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This department is a reader’s forum. 


I was much inter- | 
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This is the first page of a new war song 


written for America's millions by the 
Houston adman, John L. de Brueys. 


sticks’; yet how can the smart boys | 
from the Grand Central area pro- 
duce an advertiser more astute and) 
more persistent than Cincinnati’s 
Procter & Gamble, with its million 
or more a month advertising invest- 
ment. 

Corn grows within a stone’s throw 
of the modern plant and_ ultra 
modern, air-conditioned, sound- 


| proofed offices of Maytag at Newton, 


Ia., and we doubt if anyone ever 
heard of a metropolitan company 
that could sell washing machines as 
fast as the gentlemen from Newton 
—nor did anyone suspect that a 
farm paper publisher in Des Moines 
would revolutionize the publishing ; 


of “home” magazines. 
We have to go into an old auto- 
mobile assembly plant in Kansas| 


City to find the largest greeting card 
publishers in the country; to North 


|Canton, O., for the leading vacuum 
|cleaner maker; and to scenic Den- 


ver, Colo., for one of the principal 
fan belt manufacturers in the coun- 
try. 

Certain New York manufacturers 
of cigarets have been known to 
suffer from severe headaches, said 
headaches 


having originated in 
easy-going, soft-spoken Winston- 
Salem, N. C., from men whose 


predecessors started a small tobacco 
factory in a log cabin. 

New England is famed for its 
Yankee clockmakers, but it took| 


;}some people from “corn-fed” mid-| 


Illinois to show New Englanders | 
and everyone else how to advertise 
and sell clocks. 

There’s nothing very metropolitan 
about Racine, Wis., but here in this 
small city by the lake we have a 
community where almost all of the 
employers of labor are companies 
which were virtually “made” by 
advertising—Horlick’s, S. C. John- 
son & Son, Inc., Hartmann Trunks, 
J. I. Case Company and several 
others. 

Battle Creek is another 
community in the so-called sticks 
where a considerable amount of 
advertising history has been made. 
And it took a group of farmers from 
the sunburned hills of California to 
make a lot of food product adver- 
tising history creating bigger mar- 
kets for oranges, lemons, raisins, 
prunes, walnuts and now wines. 

No, there is no area in these 
United States which can rightfully 
be referred to as “the sticks” when 
it comes to advertising brains, bill- 
ing or activity. ADVERTISING AGE 
is absolutely right when it prints 
much news from areas and com- 
munities far removed from Park 
Avenue and the Wrigley Building 
bar. 


small 


EUGENE WHITMORE, 
American Business, Chicago. 


oe 4 a 
Is Our Face Red! 
To the Editor: My, my. You 


should blush. You should blush. 
If you look closely enough at the 
picture reproduced on the Photo- 


graphic Review page of your July 
Leroy 


27 issue, you'll find that 


> welcome. 


Miller is he of the cap, tires and| 
scrap—not the sacrificing beauty. 

Mr. Miller is a KYW announcer. 
And while we’re on the subject,do 
you think NBC realizes the things) 
that come off behind closed mikes? | 
CLAIRE D. MCMULLEN, 


Philadelphia. 
v v v 
Not So New 
To the Editor: Good idea that 


William Sigmund had in your issue 
of July 6 about Victory Vacations | 
spent in helping farmers, but it 


man was alone in its proper usage 
of Old Glory for a July flag cover, 
we are enclosing a copy of our own 
July issue, on which the nation’s 
colors floated above the necessary 


| typography. 


Incidentally, this cover drew 
many enthusiastic comments from 
our readers. 

M. J. BARGENQUEST, 

Associate Editor, Excavating 

Engineer, South Milwaukee, 

Wis. 


| ° ¢ ¥ 

Contesters to Meet 
To the Editor: Last year, after our | 

|Chicago convention, you were kind 


enough to print my comments about 
those who were supposed to repre- 
sent the advertising world who, 
when invited, failed to show up at 


shows how far Washingtoa, D. C.,| the National Contesters Convention. 


really is from California. 


Such vacations have been 


vogue and much help to northern|the Deschler-Wallick Hotel. 


| This year our convention will be| 
in| held at Columbus, O., Sept. 4-6 at} 
We) 


California farmers for the past two | hope to better last year’s record of 


months. 
Harvest Council is still plugging the 
idea with the help of radio and 
newspapers. 
AUSTIN FENGER, 
KSFO Radio Rancher, Station 
KSFO, San Francisco. 


Where to Get It | 


To the Editor: In your “Diary of 
an Adman” in the July 27 issue of 
ADVERTISING AGE there is a reference 
to Lopatecki’s ‘“‘Typographer’s Desk 
Manual,” which is termed valuable 
to the advertising writer. Please 
furnish me with some information 
about the book and where to ob- 
tain it. 

S. D. EvANs, 

Advertising Manager, Lebanon 

Daily News, Lebanon, Pa. 

{[Editor’s Note: The volume was 
written by E. De Lopatecki, and 
is published by Ronald Press Com- 
pany, 
City. 


It sells for $3.50 a copy. | 
v,vy 


Old Glory on Top 


To the Editor: Mr. Gallob’s letter 
in your July 27 issue, about running 
his magazine’s nameplate below the 
flag on his July cover, prompts me 
to send you the enclosed copy of 
the July Oral Hygiene. We ran the 
nameplate below the flag, too. 

The flag photograph, reproduced 
in three colors, is the work 
Homer and Dorothy Sterling. 
cidentally, we started out 
conventional flag cut; then Homer 
Sterling suggested doing something 
special. 
flag, waited for a big wind, then 
took his photograph. The wind, un- 
fortunately, refused to coincide with 
any good-looking clouds, but pho- 
tographers are nothing if not re- 


15 E. 26th street, New York| 


of | 
In- | 
with a} 


Homer got hold of a big| 


sourceful; a cloud negative from his | 


files blended 


photo. 


was with the flag 

M. B. MAssoL, 
Publisher, Oral Hygiene Pub- 
lications, Pittsburgh. 


To the Editor: In your “Voice of | 


the Advertiser” in the July 27 issue 
of ADVERTISING AGE you reproduce 
a letter from Benson F. Gallob, edi- 
tor of the Northwest Package and 
Tavern News relative to running 
the flag above the publication title 
on his cover. 

House Furnishing Review also 
gave the flag its place of honor on 
its July cover and in the writer’s 
opinion was one of the few publica- 
tions to do this. 

JOHN J. WHELAN, 

Business Manager, House Fur- 

nishing Review, New York. 


To the Editor: As long as the brag- 
ging on front covers continues, the 
Foundry might point out that its 
masthead was lowered for the first 
time in 50 to permit the 
American flag to occupy the proper 
position at the top of the page. 

In addition to doing it the right 
way, we feel that the front cover on 
our July issue ranks high in at- 
tractiveness among all of the flag- 
draped covers, both popular and 
industrial. 


years 


F. G. STEINEBACH, 
Editor, Foundry, Cleveland. 


To the Editor: Lest Donald R. 
Dawson and readers of his letter 
published in the July 20 issue of 
ADVERTISING AGE think that Timber- 


San Francisco’s Wartime | 348 representatives from 32 states! 


In connection with our convention 
(for publicity purposes) I have pre- 


| pared a mimeographed brochure ex- - 
| plaining 
|meaning of the National Contesters 
| Association and its relation to ad- | 


the purposes and real 


vertisers which I will mail to any- 
one requesting a copy. It is called 
“Another Ostrich This Year?” and 


it will contain several good reasons | 
why advertising companies should 
|/soon recognize this convention as 
itheir one connecting link with real 
learned to 


consumers who have 
think for themselves. 
HENRY SHELDON, 
2820 N. Rockwell street, Chi- 
cago. 
v v v 


Adolf Gets Re-run 


To the Editor: 


fact that Adolf’s features 


few issues back is no accident. 


similar. Here’s the story. 


I am enclosing a 
copy of the ad we ran in the Pitts- 
burgh newspapers of July 16. The 
bear a 
striking resemblance to those used 
in an ad by you in your weekly a 
In | 
fact, the entire theme is not too dis- 


conjunction with the current Retajj. 
ers for Victory campaign. Nothing 
else was to be advertised. Well, we 
in the food business are so | usy 
with ceilings, freezings, quotas, etc, 
that before I knew it I was fighting 
a deadline—and losing. The rest 
the story is obvious; I picked 
your weekly, saw this most striking 


of 


ad and thought it might be in order 
|to “borrow” portions of it. No time 
| to write for permission so I reasoneg 
that being a good subscriber and 

a 


A MESSAGE To Y-0-U 


From Little / dolf! 


and Ita 


ERIANSLE FOOD STORES; 


ALL TRIANGLE FOOD STORES SELL WAR SAVINGS STAMPS 


the fact that it was for such a 
worthy cause might influence you 
to at least hear my story before 
instituting suit for plagiarism. 
You might be interested to know 
that I received many favorable 
comments on the entire theme— 
both your part and mine. And our 
stores did a nice business on war 
saving stamps that week-end. 
Thanks for the help. I hope you'll 
|be pleased to know that ADvEr- 


All advertisements in the Pitts-|TIstNc Ace has rendered a new 
burgh Press and Sun-Telegraph on| service to one of its subscribers. 


Thursday, July 16, were to 


be 
devoted exclusively to the sale of| 
|/war savings bonds and stamps in| 


JAMES BOYLE, 
General Manager, Triangle Food 
Stores, Inc., Pittsburgh. 
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sales and Gross of 
General Mills at 
New High Levels 


Minneapolis, Aug. 5.—The larg- 
est sales and gross earnings before 
income taxes in the company’s his- | 
tory are reported in the annual re-| 
port of General Mills, covering the 
peri d from June 1, 1941 to May 31, 
1942. Sales during that period were 
$163,412,423, topping the previous 
high mark, set in the 1939 period, 
of $163,071,661. 

Income from operations for the 
past year was $8,399,955, exceeding 
the previous high mark of $7,885,- 
308 set in 1939, but consolidated net 
income, based on existing taxes for 
the period of operations, was $5,- 
135,111, somewhat below the pre- 
vious year’s figure of $5,251,732 
and well below the 1939 high point 
of $6,451,225. 

On the subject of net income, 
President Donald W. Davis advances 
an interesting point in his report to 
stockholders. “In point of profits,” 
he says, “your management is an- 
swerable to you only on the gross 
which it may have earned. As to 
the net, that will depend upon what 
portions the government finds it 
necessary to take as taxes from the | 
gross. What remains is available to | 
you. This is a circumstance over 
which management has no control. | 
It rests with the people of the coun- 


try. | 
“Public hysteria, fear of shortages 
and a desire to hoard brought | 


surges of purchasing, followed by 
periods of sales inactivity, all of 
which tended to destroy the conti- 
nuity and economy of operations,” 
Mr. Davis reported. He added that 
“despite conditions, your manage- 
ment is able to report substantial | 
progress and improvement in our 
regular goods and services and the | 
introduction of two new items in our 
package food line, Cheerioats and 
Betty Crocker vegetable noodle 
soup ingredients, both of which 
have in their initial stages received 
most encouraging acceptance.” 

On the subject of advertising, Mr. 
Davis said: “The company has fol- | 
lowed at a normal rate its aggressive | 
policy in maintaining the recogni- | 
tion and demand for its products 
through advertising, and with in- 
creasingly beneficial results.” 


Coca-Cola Company 
For the quarter ended June 30, 
Coca-Cola Company reported a net} 
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OR MORE OF THESE 


DONNELLEY 
SERVICES 


Profpitably 

*Direct Mail Advertising 
*Created and Produced 
*Dealer Help Campaigns 
*Automobile Owner Lists 
*Rated Consumer Lists 
‘Addressing and Imprinting 
‘Contest Judging 
‘Premium Mailings 
‘Sampling by Mail 


The 


REUBEN H. DONNELLEY 
Corporation 

40 E. 22nd St. Chicago, Ill. 

45 E. 45th St. New York City 

21 Venice Bivd., Los Angeles, Cal. 


profit of $7,284,191, compared with 
$9,612,727 for the same period of 
1941. 

For the first half of this year, 
earnings totaled $11,933,388, against 
$16,007,511 during the first six 
months a year ago. 


_C.LT. Corporation 


With consumer goods instalment 
selling virtually suspended for the| 
duration, Commercial Investment} 
Trust Corporation has switched its| 
activities to financing industries en-| 
gaged in war production, the com- 


pany reported in releasing its finan-| Munsingwear, Inc. 


cial statement for the first half of! 
1942. 
ownership in companies engaged in 
war production. 

Net earnings for six months 
ended June 30, including subsidi- 
aries, totaled $6,686,092, compared 
with $8,960,891 for the same period 
of 1941. 

Reflecting the drop in automobile | 
financing, accounts receivable in| 
this category totaled $171,013,006 on 
June 30, 1942, against $477,840,389 
on the same date a year ago. 


McGraw-Hill Publishing Co. 


For three months ended June 30, 
net profit of $116,111 compared with 
$249,207 during the same period a 
year ago. Earnings for the first half 


C.LT. is also acquiring stock | June 30 amounted to $82,112, com- 


of 1942 were $428,273, against $559,- 
629 for the comparable period a 
year ago. 
Continental Oil 

For three months ended June 30, 
net profit was $2,379,265, against 
$2,642,082 for the same period of 
1941. | 


Curtis Publishing Co. 
Net profit for six months ended | 
June 30 amounted to $157,930, com-| 


pared with $1,580,576 for the first 
half of 1941. 


Net profit for six months ended 


pared with a loss of $28,676 for the 
same period a year ago. 
Gotham Silk Hosiery 

Net profit for six months ended 
June 30, $246,896, compared with| 
$52,208 during the same period of | 
1941. 


McCall Corporation 

For the first six months of 1942) 
profit before federal taxes was) 
$816,675, compared with $632,332) 


|for the corresponding period of 


last year. After provision for esti- 
mated federal taxes, however, net 
profit for the 1942 period is put at | 
$425,570, or 81 cents a share, com- | 


pared with $457,302 or 87 cents a 
share, during the corresponding 


| 1941 period. 
Canada Dry Ginger Ale 


Net profit for nine months ended 


June 30 was $1,016,777, against 
$1,120,018 for the same period a 
year ago. 


Nash-Kelvinator Corp. 

For nine months ended June 30, 
net profit was $2,368,562, compared 
with $3,734,246 during the compar- 
able period a year ago. 

Mohawk Carpet Mills 


For six months ended June 30, net 


profit totaled $866,114, compared 
with $958,183 for the first half of 


1941. 


Hygrade Sylvania Corp. 

For six months ended June 30, 
net profit was $483,062, against 
$530,693 for the comparable period 
of 1941. 


Koppers Co. 


Net profit for the year ended 


June 30 totaled $5,688,673, com-| 


pared with $4,690,805 during the 
preceding year. 
American Radiator 


Net profit for six months ended 
June 30 was $2,155,690, against $3,- 


271,009 during the same period of 
1941. 


Union Carbon & Carbide 


For three months ended June 30, 
net profit was $7,611,940, compared 
with $10,796,498 in the same period 
a year ago. Earnings during the 
first half of this year were $17,028,- 
244, against $21,342,133 for the first 
six months of 1941. 


*§ Cover-to-cover, the facts indicate it is one 
of the most USEFUL magazines in America 
today. Wherever you find it, you find a 


business man .. . well informed,” 


i 


a ane r ee 


Every sales manager knows that proximity has a 


lot to do with making friends and influencing 


people. Sometimes, you have to step a little closer, 


to be in the picture. 


Take the Fort Wayne market (and, if you don’t, 
you’re passing up 2,300,000 typical American 


customers). 


It is now definitely established, by 


their own voices over the telephone, that these 


customers living happily and equidistantly from 
Chicago, Detroit, and Cincinnati do not prefer to 


spend their morning hours listening to those big- 


city radio stations. 
station, WOWO. 


They do prefer their own 


To earmark your product for sales in “Typical 


America,” the population-center of the nation, be 
Johnny-on-the-Spot. Use WOWO, WOWO’s new 


coincidental telephone study 


of Fort Wayne 


listening habits will confirm your choice. Ask for 


your free copy. 


Wee 


FORT WAYNE 
\ Sadianas most powerful sation | 


WOWO + WGL + WBZ - 


WESTINGHOUSE RADIO STATIONS Inc 
WBZA + 


KYW + KDKA 


REPRESENTED NATIONALLY BY NBC SPOT SALES 
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ADVERTISING AGE 


a 10, 1942 


Dickey, Stanley Join 
Breskin Publishing Co. 


Raymond R. Dickey has joined 
Breskin Publishing Company, New 
York, as editor of Modern Plastics. 
Mr. Dickey, who was Washington 
editor of the Research Institute of 
America until Aug. 1, succeeds L. T. 


Barnett. 

Fredrick Stanley, formerly as- 
sistant sales manager for Mack 
Molding Company, Wayne, N. J., 
has been appointed editor of the 
new Breskin magazine, Plastics En- 
gineering. 


Bakers Appoint McDaniel 

Charles Byron McDaniel has been 
appointed art director for National 
Bakers Service, Chicago, sponsor of 
nationally advertised Hollywood 
bread. 


Directs Ellis Research 

John W. Power, account execu- 
tive at Sherman K. Ellis & Co., New 
York, has been named director of 
research. 


HONOR 
YOUR MEN 


ARMED 
FORCES 


SERVICE PLAQUES 
Stimulate Public Interest, Boost 
Morale with our skillfully east 
VICTORY HONOR ROLLS 
COSTS MODEST 


Send for Illustrated 
Literature. 
U. S. BRONZE SIGN ce. 
574 Broadway, New York, N. 
Telephone CAnal 6-4792 


Quality Stressed 
In Institutional 
Copy for Carson’‘s 


Chicago, Aug. 5.— Recognizing 
that shortages of goods, the neces- 
sities for substitutes and for secur- 
ing longer use from consumer items 
represent an opportunity as well as 
a headache, Carson Pirie Scott & 
Co., one of Chicago’s leading depart- 
ment stores, has launched an insti- 
tutional campaign in which public 
service advertising in promotion of 
the war effort is combined with the 
general promotion of quality goods, 
and Carson’s is pointed up as the 
type of store which can be expected 
to maintain the highest quality 
standards regardless of difficulties. 

The series consists of 2,000-line 
newspaper advertisements running 
on a_ staggered schedule, 
twice a month, which started in July 
and will continue throughout the 
year. Following a general pattern 
laid down by Fred Williams, Car- 
son’s advertising manager, each of 
the advertisements is the work of a 
different copywriter 
staff. Layout and typography were 
handled by Don May, and most of 
the illustrations were executed by 
Paul C. Rohloff of Hoskinson, Rohl- 
'off & Associates. 


| Billion,” 
'bond purchases and then continues: 


usually | 
|what may, buy here with absolute 
| certainty 


on the Carson | 


/partment of the company’s 
‘division in San Francisco. 


One advertisement, headed “Vic- 
tory and Freedom! A Bargain at 50 
makes a strong bid for war 


“Like Uncle Sam, Carson’s policy 
through peace and war is to give 
you the greatest possible advantage | 
in purchasing power. Not ghost} 
bargains, such as a cheap price for | 
shoes that wear holes in a week, but | 
vital lasting bargains, like the low- 
est possible price on shoes of stern- 
est leather with a few furbelows of 
morale-building fashion.” 

Another advertisement, headed 
“Quality Was Never More Magnifi- 
cent, Never More Desirable Than 
Today,” winds up this way: “We 
learned in our first country store 
that folks believed in quality mer- 
chandise like we did, and we’ve 
been giving it to them steadfastly 
ever since. That is why, today,| 
when it is up to you to buy cau- 
tiously and wisely, you can, come 


that it’s quality you're 


buying.” 


el | 
| 
Timken Transfers Lindus | 


F. H. Lindus, who has been han- | 
dling various advertising assign- 
ments for Timken Reller Bearing 
Company in Canton, O., for the past | 
year, has returned to the sales de- | 
service | 


NOT ALONE 


SKILLED 


Some parts of the engraving job a machine can do. But 
routing ... etching... finishing! These call for talent and \ 
patience and art—the hand of a skilled craftsman. 


CRAFTSMANSHIP, T00,° \ IS NEEDED 


‘ 


\ 


Here at SUPERIOR, our men have the finest of machines to 

do the mechanical part of the job. They devote their every 
skill, their every ability to those specialized, creative tasks that \ 
alone can produce truly superior engravings. 


And that's not all! For efficient, careful production you can trust 
every feature of SUPERIOR’S 5-Phase Production Plan... Artwork 
...Photography...Photo-Retouching...Engraving... Composition 
—all coordinated, all done under one roof. Day and night shop. 
Let's talk over the details of your next job. Phone us or write. 


SUPERIOR ENGRAVING CO. 


215 W. Superior St., Chicago, Ill. + 


Superior 7070 


| recent 


ee 
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RETAIL STORE LAYS STRESS ON QUALITY 


Victory and Freedom! 


see 
A BARGAIN AT coke 


alone doesn't make a bargair 


market \oday 
» slap a Jap and 


gain @ Like Un 


A vacation 
but a U S war bond for $18 75, goving 


tnp to Berlin ist 


to make a down 


le Sam, Car policy through 


3 


eo 


¢ 


BILLION 


r construction gang 
* =the nght to 


tapo chains. is worth 


mericans barter price 


t worth 


WANTED AT OWE 


BINOCULARS FOR THE Savy 


payment on future CARL 1188 one RAECN A LOmE 
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One of a series of institutional advertisements for Carson Pirie Scott & Co. 


CARSON PIRIEDT (2 enemas 
, SCOTT & CO- _ 


sant SETOER BO YOUR 


Chicago department store, which stresses the increased need for quality pur- 
chases because of existing conditions. 


Retailers Plan 
First Frosted 
Foods Week 


Campaign Designed to 
Step Up Use of Present 
Marketing Equipment 


Chicago, Aug. 6.—Determined to 
make the most of their present sup- 
ply of equipment, the Frosted Food 
Retailers of America drove forward 
this week with plans for the nation’s 
first Frosted Foods Week, scheduled 
for Oct. 19-24. 

The retailer association, a 
profit organization, will not employ 
national advertising in general con- 


sumer media for its initial cam- 
paign. But, according to J. L. Har- 
rison, executive secretary, it will 


use direct mail, posters built around 
the government’s over-all ‘Foods 
for Freedom” program, 
for packers and distributors. Twelve 
hundred producers, brokers and 
wholesalers of frosted foods have 
been enlisted in support of the cam- 
paign. 

Importance of the industry 
“war baby” was pointed up in a 
national survey on nutri- 
tional information made for General 


as a 


Foods Corporation (ADVERTISING 
AcE, July 20) whose subsidiary, 
Frosted Foods Sales Corporation, 


packs the only nationally-advertised 
brand of fresh-frozen foods, Birds 
Eye. Advertising of Birds Eye, as 
well as the Honor Brand packed by 
Stokely Brothers & Co., Indianap- 
olis, is being stepped up in tempo. 


Must Use Equipment 


WPB officials, warning of possible 


further curtailment of tin for 
canned foods, told the industry 
recently that methods of food con- 
servation such as for frozen foods 
must be expanded in every way 
possible. These officials, along with 
the Department of Agriculture, 


warned however that increasing use 
must be made of present facilities 
cases and cabinets already in- 
stalled—for retailing frosted foods 
in the country’s 25,000 outlets. 
Praise of the consumer educa- 
tional campaign came from the 
WPB, which said that since a large 
share of the canned foods produced 
next year will be set aside for the 
armed forces, “the consuming public 
will be eating more and more of 


frosted foods, and your educational 
and selling program in cooperation 
with wholesalers and retailers of 
these products will be of great 
assistance in bringing these facts 


| before them.” 


Results of the campaign will be 
expected to determine the govern- 
ment’s attitude toward the future 
manufacture of low temperature 


|equipment which could be used in 


| outlets, 
| hibited, 


non- | 


and stickers | 


expanding retail 
frosted foods. Distribution to new 
while not entirely pro- 
has been slowed down by a 
WPB order placing such equipment 
under priority regulations and at- 
tacks have been made on the retail 
bottleneck which resulted in a less 
than maximum use of. present 
equipment. 


distribution of 


Names Bozell & Jacobs 
The Chicago office of Bozell & 
Jacobs has been appointed to handle 
the advertising of Hinckley & 
Schmitt, bottler of mineral waters. 
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How to Keep 


An Editor on His Toes 


Jos. T. Ryerson & Son created an in- 
teresting slogan a number of years ago, 
before priorities rendered it obsolete. 
It was “Immediate Steel,” and sug- 
gested that you could get what you 
wanted a little faster by ordering it 
from Ryerson warehouse stocks. 

We have a private slogan of our own, 
something like Ryerson’s — “Immedi- 
ate Reader Interest.” It’s a good slogan, 
and epitomizes some of the things 
which go to keep an editorial staff up 
on its collective toes every day in the 
week, every week in the year. 

The news content of ADVERTISING 
AGE is so live and urgent in character 
that each issue is read practically on 
receipt. Thus we frequently receive 
telephone calls in our New York, Chi- 
cago and Washington offices within a 
few hours after a new issue is out on 
Monday, commenting on news stories 
which have appeared in that number, 
asking for additional information or 
perhaps questioning the accuracy of 
certain details. 

It’s that last angle which keeps an 
editor from putting his feet up on the 


desk and doing a little day dreaming. 


When the stuff he writes can be quietly 
buried in an unread column, he may 
slip now and then and never know the 
difference. If the reader happens to see 
it later on, the occasion for comment or 
complaint has passed, and the editor 
misses the sting of a subscriber’s 
rebuke. 

We have an idea that the high bat- 
ting average of our editors and corre- 
spondents for accuracy is the result of 
this immediate reaction from readers 
who check every news story and every 
editorial comment within a few hours 
after the postman has delivered their 
copies. With several hundred advertis- 
ers, agencies and media, besides hosts 
of individuals, named in every issue, it 
would be easy to make mistakes—espe- 
cially if our editors didn’t know what 
the reaction would be. 

So if our editorial department is 
99.44 per cent pure when it comes to 
stating facts not only promptly but ae- 
curately, we'll have to pin a badge on 
“Immediate Reader Interest.” so con- 
stantly in evidence on the part of exe- 
cutives in every line, every city, all over 


the country. 
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Pacific Coast 
Phone Company 
Starts Campaign 


San Francisco, Aug. 6.—In line 
with recommendations of Chairman | 
James L. Fly, of the Board of War 
Communications, that telephone 
companies educate the public to cur- 
tail local and long-distance phone 
calls (ADVERTISING AGE, July 6), the 
Pacific Telephone and Telegraph 
Company is now using both news- 
papers and radio in a campaign urg- 


ee «= 
‘itizens i t 1| xy the Army air 
ing citizens to be more thoughtfu Po Sescinn, Cah, tie» 


in the use of the telephone, as a 
contribution to the war effort. 

Headlined “War Calls Come 
First,” a large-space advertisement 
in newspapers 
Western territory asks the public to 
“help win the war by keeping the 
telephone lines open for our armed 
forces.” Despite record-breaking 
plant extensions today the tele- 
phone lines are crowded with traffic 
as never before, and some calls are 
certain to be delayed, the copy 
points out. 


of reminders which subscribers are 
asked to place beside 


tance calls. 


Names Mid-South Dailies 
The News-Journal, Murfreesboro, | 
Tenn., has appointed Mid-South 
Dailies, Memphis publishers’ repre- 
sentative, as its representative. 


CAN YOU ANSWER 
THESE QUESTIONS 


in the company’s|Beach Friday, Aug. 7. 


|Army air forces 
The advertisement includes a list | N. J. 
their tele-| Constant, 
phones for guidance, outlining sug- | Capper 
gestions for both local and long dis- | tions, Inc., for 20 
| years 
|peka, Chicago 


|mission as a captain in the Army. 


| York office of Capper, and for many 
| years a representative of Capper’s 


|}absence to serve as a captain with 
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——— - — $$ — ae 

| 

. |for officers’ training school in the —— 

Admen in the photographic section of the air ‘ 
forces. oe The Diary of an Ad Man 
rme orces Mildred Van Horn, assistant in the 
media department, and Camille This diary embraces the observations and reflections of 
Hansen, receptionist, at Griswold- one of America’s most prominent and widely known ad- 
= Dale D. Mc-\Eshleman Company, Cleveland vertising men. It is presented in ADVERTISING AGE weekly, 

Cutcheon, West-| agency, have joined the WAAC as_ exactly as written, without benefit of “editorial direction” 

ern manager of | officer candidates. Miss Van Horn| of any kind. 

Liberty, who jg already in training at Fort Des ie on. ie ‘ ,; , ——" — 

served as a first! . 7 * 7 uly . have named our new quarts of paint, plus 2 oxes of 

li tenant | ee and Miss Hansen will start receptionist Miss Malaprop. When I kalsomine on which he had a sale, 

1eu n Mm) Aug. 15. } asked her this morning how she liked two garden gadgets and a rake 

World War I, is Roland Durkee, for 17 years in her job, she said it was fine; the which we remembered needing. yet 

back in harness transportation advertising and most gentlemen from the publications told some folks wonder how advertising 

4 agai this ti ; . . . her such funny antidotes. pays. 
. again, is ume) recently with Nationwide Bus Ad- hile th, Gidik ania ON ee, 
4 ac ¢ we ai ; | Pa : 5. a } Foantat * 

as a captain in vertising Company as national rep- art director over pictures versus Pt a Ww chs 1 down — above 

resentative, has been called from words. The success of Life seemed ae Somer & nese book 


the reserve list to active duty as an 
ensign in the Coast Guard. 

Roy E. Washburn, who has been 
art director in the Detroit office of 
|McCann-Erickson, has been com- 

missioned a captain in the Army air 
manager at Houston for Pittsburgh | forces and assigned to Wright Field, 
Steel Company, has been named a) Dayton, O. Capt. Washburn served 
captain in the Army air forces. /as an aviator in World War I with 

Thomas J. Liston, of the advertis- | the rank of second lieutenant. 
ing department of Revere Copper Austin F. Bement of Grace & Be- 
and Brass, Inc., New York, is noW| ment, Detroit agency, has received 
with a technical squadron of the| his eommission as captain in the 
at Atlantic City,| Army air forces and has been or- 
dered to report to Miami. 

M. G. Armentrout, advertising 
manager of the Aluminum Cooking 
Utensil Company, New Kensington, 
Pa., is now on active duty as a 
lieutenant in the Naval air forces 
reserve and is stationed at Quon- 
sett Point, R. I. He is on leave of 
absence from the company for the 
|duration and his duties have been 
|assumed by Carl G. Towne, treas- 
urer and sales promotion manager. 

J. M. Daly, advertising manager 
of the Oliver Iron and Steel Com- 
pany, Pittsburgh, is now in the 
Army. 

Edward Spahr, formerly service 
secretary of Ketchum, MacLeod & 


Cutcheon re- 
ported for serv- 
ice at Miami 


Dale D. McCutcheon 


A. S. Vandervoort, district sales 


Kenneth H. 
with " 
Publica- 


in the To- 


and New York 
territories as ad- 
vertising man- 
ager of Capper’s 
Weekly and Cap- 
per’s Magazine 
and as New York 
State representa- 
tive of Household 
Magazine,has been given a 
leave of absence to accept a com- 


K. H. Constant 


which I used to carry when I first 
started advertising work, too many 
years ago. After some search | 
found it. In it I had put down an 
account, such as the above, of every 
observation I could make as to how 
advertising had started a sale. Some 
were from my own experiences; 
others were acquired by questioning 


to him to settle the question for all 
time. Called his attention to the 
equal or greater success of the Read- 
er’s Digest, practically without a pic- 
ture in it. Apparently what you say 
is still more important than how you 
say it. 

July 29. A large general advertiser, 


having seen a piece of my copy for friends; and still others by induc zg 
a mail order advertiser, wanted to customers to talk in a retail store 
know why he couldn't get the same where I helped out on 


intimate, personal tone in his. I told 
him he could if (1) he would waive 
his insistence on short copy; (2) let 
me use or create an individual to 
speak for his corporation; (3) let 
this individual talk colloquially, di- 


Saturday 
afternoons. Altogether I accumu- 
lated over a hundred case histories 
of this kind, and I believe I learned 
more about advertising from the 

than from anything else I ever did. 


rect to the reader. The success of August 1. Visited with a country 
radio as an advertising medium may ‘tore keeper, who also has a gas 
be attributed very largely to the ob- Pump. A big car, chauffeur-driv: 


came up, and the dealer being busy 
elsewhere I filled the tank. When 
the lady in back paid me -she gra- 
ciously added a quarter tip. First 
clear profit for my farm overalls! 


servance of these three points in 


many commercials. 

July 30. A relatively new building 
supply dealer in our suburban area 
has been advertising consistently in 
the local paper. His ads have been 
small, but interesting. They made 
me conscious of his existence, but 
brought me no occasion to switch my 
patronage from his long-established 
competitor. Then my wife saw an 
ad in a national magazine for a new 
kind of awning paint, and answered 


August 2. Finished reading Jane 
Austen’s novel, “Sense and Sensibi!|- 
ity.” Because Mark Twain said that 
a good library was one which cx 
tained none of her works, I had; 
ways scorned the reading of them. 
But this one, at least, is an exce!l- 
lent study of character, as valid to 


its invitation to write for color cards, day as when it was first published 
etc. With these came the informa- in 1812. A great picture, too, of that 
tion that the aforesaid advertising genteel England which set so many 
dealer carried the product. Then the’ of the patterns for the England of 


dealer wrote, saying our inquiry had 
come to him. My wife asked if I 


today. Helpful to get this, with 
Anglo - American understanding be- 


Grove, Pittsburgh, is now serving} 
New in an amphibian division of the 
Army. 

John McQuigg, formerly in charge | 
of the Detroit office of Geyer, Cor- 
nell & Newell, is now a first lieu-| 


John R. Knoblauch of the 


Farmer, has been given a leave of 


(the Army’s chemical warfare di-| tenant in the Army air forces, and | 


What Match Lights with a 
Pull? 


What Match Lights only 
with Safety Pressure? 


What Match has Sealed 
Heads for Safety? 


What Match has Water- 
proofed Striker-Strip? 


What Match is so Safe it 
can be Mailed? 


What is the Safest Match in 
the World? 


What Match is the Safest 


ODOODOO} 


bet for Advertising Returns? 


ws 
A 


THE ONLY ANSWER 
1s Pullmatch 
THE SAFEST MATCH ( 
IN THE WORLD! 


FREE SAMPLES 
Proof! Write for them today! 
AMERICAN PULLMATCH DIVISION 


of The Kilgore Manufacturing Co. 
1)? E. Broadway St., Westerville, Ohio 


has been assigned to the intelli- | 
Arsenal, Md., Aug. 15. gence division. He has left for! 

Charles A. Rawson, president of Miami to take an officers’ training 
the Atlanta agency of that name,| course. 
has been commissioned a lieutenant George Warren Sumner, account| 
colonel in the Army and assigned | executive with G. Lynn Sumner 
to the adjutant general’s depart- |Company, New York, has been com- | 
ment. | missioned an ensign in the Naval re-| 

Howard B. Scoville, sales manager | S¢'Ve- He will receive his training | 


of the Econ-O-Col Stoker Division | @t Cornell University. ? 
of Cotta Transmission Corporation,| Georse Kern, radio time buyer) 
|of Benton & Bowles, Inc., New York, | 


vision. He will report to Edgewood 


Rockford, Ill, has been commis- 2 ‘sg 
sioned a first lieutenant in the has received . a oe Spe 
yt tain in the ordnance division of the 


Army. 


J. Soulard Johnson, local sales 
manager of KMOX, St. Louis, will 
join the Army as a lieutenant in the 
jair forces this week. 
| W. H. Long, member of the ad- 
|vertising department of York Ice 
Machinery Corporation, has been 
commissioned an ensign in the 
Naval reserve and has reported to 
|Cornell University for training. 
| Howard L. Shonting, editor of | 

Photographic Trade News, has €n-| tenant in the Army air forces. 
listed in the Army as a candidate) pp pp Rosenwald. Jr., vice-presi- 


Mary E. Curtiss has resigned as 
assistant to the director of market- 
ing research at J. M. Mathes, Inc., 
New York, to become an officer can- 
didate of the WAAC at Fort Des'| 
Moines. 

E. Lex Bacon has been granted a 
|leave of absence as manager of di-| 
rect mail advertising for Graybar | 
Electric Company, New York, to ac- | 


SGENC 


that every muscle be strained in the interests of 
Victory, Beltway Raproce is tying t% do lie» 
RAILWAY EXPRE 


dent of L. H. Hartman Company, 
New York, has been commissioned a 
|lieutenant in the Army air forces. 

Robert A. Doyle, president of 
Orange-Crush Company, Chicago, 
has been commissioned a lieutenant 
|colonel in the Army. He served in 
| the A.E.F. as a major last time. 

William B. Wisdom, president of 
| the New Orleans advertising agency 
of that name, has been commis- 
sioned a captain in the Marine corps 
| reserve. 

A. D. Brewer, former advertising 
| manager of Ciba Pharmaceutical 
Products, New York, and chairman 
of the sales and advertising com- 
|mittee of the American Pharma- 
| ceutical Manufacturers Association, 
has been commissioned a lieutenant 
commander in the Navy. 

Albert L. Gibney, assistant sales 
| promotion manager of Strathmore 
|Paper Company, West Springfield, 
Mass., has been commissioned an 
= in the Navy. 

Edward E. Rothman, of the Ethyl 
|Corporation, has been commissioned 
a captain in the Army air forces 
and 
Wright Field, Dayton, O. Capt. 
Rothman was formerly a vice-presi- 


| cept a commission as second lieu- | 


reported for duty Aug. 1 at) 


ident of Campbell-Ewald Company, | 


had ever heard of him and I said coming increasingly important in our 
yes. So in we went, bought two lives. 
}and McManus, John, and Adams, | Dean Joins Picard 


and since 1939 has handled tech- 
nical and agricultural 
for the Ethyl Corporation 
troit. 

W. Elmer Seaman, manager of 
the Chicago office of Chain Store 
Age, was commissioned a captain in 
the Army air forces and reported 
for active service July 28. In the 
last war, he enlisted as a private 
in the 104th Field Signal Battalion, 
29th Division, and served 14 montlis 
in France. Frank Calvin, of the 
Chicago office, will serve as acting 
manager during Capt. Seaman’s ab- 
sence. 


Marjorie Dean, formerly with the 
agricultural economics department 
of Cornell University, has joined the 
agricultural copy staff of Picard 
Advertising, Inc., New York. 


WLAV to McGillvra 


Joseph Hershey McGillvra has 
been appointed representative for 
WLAV, Grand Rapids, Mich. The 
station is an affiliate of the Mutual 
Broadcasting System. 


Mang Is Media Manager 


Laura B. Mang, formerly assist- 
ant manager in the space depart- 
iment of Moser & Cotins, Utica 
|N. Y., has been appointed manager 
of the department. 


advertising 
at De- 


Hill Named Ad Mar. 


Paul Vander Hill has been ap- 
pointed advertising manager of the 
Spring - Air Company, Holland, 
Mich. 


Named Representative 


A. E. Ford, Toronto, has been ap- 
pointed national advertising repre- 
sentative of the Quebec Chronicle- 
Telegraph. 
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The Post-War Customer 


In any consideration of post-war 
marketing problems an analysis of 
the probable type of customer to be 
dealt with is of major concern. The 
July Letter of Information to Trade 
Association Executives, issued by 
the Chamber of Commerce of the 


} 


United States, reports that those 
who are looking ahead to markets 
after the war are giving thought to 
the identity of customers, their age, 
size and type of family, financial 
and income status, anticipated ac- 
ceptance of new methods, materials 
and products. 

Analyzing these factors, the letter | 
says most of the customers will be 
those with whom companies have 
been dealing regularly. The ten-| 
dency will continue toward small | 
families, despite the increased birth | 
rate at the beginning of the war. | 


Among the new customers will be 
recently married cOuples whose 
average age will be older because of 


the decrease of marriages during 
the war. There will be a 

tendency of such couples to “settle 
down” because of their age, and 
they will have a more mature out- 
look on life and be interested in 
more permanent values. Personal 


savings should be relatively large at 
the end of the war. 

Due to training in the war indus- 
tries, the population will be more 
highly skilled; men returning from 
the war will be more disciplined. 
Consumers will be more tolerant to- 
ward new products and will be more 
willing to accept alternates and sub- 
stitutes, to which they have been 
accustomed during the war. All in 
all, the post-war customer. will 
probably be liberal in his outlook, 
amenable to innovations, and yet 
aware of what he wants. 

* * ® 

Unscrambling the “victory model” 
omelet will be a large-scale dilem- | 
ma, predicts Wall Street Journal. 
Little manufacturers in each line 
(stove makers were first) are get- 
ting the entire civilian production | 
assigned to them, it points out. | 
Although this isn’t much, the alter- 
native is extinction. Armistice Day 
will find them in the front of the | 
back-to-normal production drive, | 
and being “little fellows,” political | 
pressure will support their efforts | 
to hold the fight against the larger 


companies, now 100 per cent war 
suppliers. 

* * * 
With a view toward assisting | 


manufacturers prepare for post-war | 
markets, Plastics Institute is con-| 
ducting study forums in many in- 
dustrial cities for the convenience 
of designers, engineers and others 


Louis” 


Post-War Planning 


How Business and Industry Is Preparing 
for a Peace-Time World | 


Edited by RALPH O. McGRAW 


interested in the applications of 
plastics to their products. 
* os cs | 
“Start planning now for Sloan-| 
equipped homes,” advertises the 
Sloan Valve Company. While flush 
valves have heretofore been used 
mainly in large structures and lux- 
ury homes, the copy points out, after 
the war is over and priorities have 
been relaxed, this type of equipment | 
will be available for the average | 
residence. 
o * a 
The automobile industry has| 
passed its peak, according to Prof. | 
Arthur W. Hixson, head of the de-| 
partment of chemical engineering, 
Columbia University, and some of 
the larger units may not try to re- 
enter it after the war, but direct! 
their efforts in other fields. He ad-| 
vanced the view in recently ad- | 
dressing the Society for Promotion 
of Engineering Education. 
e¢ ¢ ® 


An item in “Building Business,” | 


| 


of its $400,000 appropriation to the | 
State Division of Architects to pre- 


BUYERS' GUIDE 


YOU Can Buy Electrical 
Appliances in Mansfield! 
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Buy the Appances You Need Now 
MANSFIELD ELECTRICAL DEALERS 


Questions about what electrical appli- 
ances are available and where they can 
still be purchased are cleared up quickly 
by a survey and chart appearing in this 
large-space newspaper advertisement 
signed by Mansfield, O., dealers. 


Ss © 8 


Speaking before 


ntual program. 


the Post - war 
: P . . . , : eee | 
| pare project plans which range from! Planning Seminar of the Associated | entry into the automotive field wiil 


Industries of Massachusetts, Mur- 


ray Shields, economist of Irving 
Trust Company, New York, declared 
that industry will have to make 


every possible effort to lower the 

cost of distribution in its post-war 

planning. Industry must work co- 

|operatively on problems of research, 

|design and marketing, he asserted. 
* “ + 


| Intensive development of the soil 
as a preventive of war was advo- 
cated by Henry Ford in an inter- 
i\view with the press on his 79th 
| birthday last week. He favors fore- 
ing idle land into production, 


|through high taxation if necessary. | 


A world busy with intensive pro- 
duction and friendly and helpful ex- 
change of goods has neither time 
= incentive to war, he declared. 

So * * 


Many of the new production tech- 
niques developed in the aircraft in- 
dustry during the war may lead 
that industry into the automotive 
field after the war, says Selig Alt- 
| schul writing in the “Chicago Sun.” 
The move may center around the 
| application of materials which com- 
| bine great strength and light weight. 
| This characteristic has reached a 
| high state of perfection in airplane 
construction, the writer says, with 


great | house organ of Sweet’s Catalog|a roof-replacement job to a $969,-|a ratio of less than one pound per | 

Service, reports that the New York | 000 power plant. 
|State Post-War Planning Commis- | commission says, are only a drop in| plane motors, whereas the existing 
\sion has voted to transfer $65,000 | the bucket in the eve 


These plans, the | horsepower now prevailing in air- 


| ratio in automobile motors is ap- 
proximately sia pounds per horse- 


power. It is not likely, he says, that 


| . . * 
lbe made with a combination land 
and air vehicle. 


| Wherry Joins S4M 

| Sherman & Marquette, Chicago 
advertising agency, has appointed 
Larry Wherry, St. Louis, as account 
executive for the commercial feed 
account of Quaker Oats Company. 
Mr. Wherry has been associated 
with advertising and sales promo- 
tion for Ralston Purina Company 
in St. Louis for the past 15 years. 


Will Feature Women 
‘in War Industries 


The October issue of Canadian 
|Home Journal will be devoted ex- 
jtensively to the part women are 
playing in war industries. The De- 
jpartment of National Selective 
\Service is cooperating with the 
|publication in the forthcoming 
presentation. 


| 


| 
| 


| ~* * 


2185 W. GRAND BLVD., DETROIT 


Mave it’s that nourishing diet of 5000 watts on 590 kilocyeles. Or the richness 


of our nineteen primary daytime counties. Anyway, WEEDs Foop Fair program 


has outstripped everything of its kind in Boston—and it’s only two years old. 


Here's the record* at the end of the Foop Farr’s second year: 


33% more audience than the nearest ranking participating food program 


in Boston—a seventeen-year-old. 


300% more audience than the second ranking participating food pro- 


gram —a fifteen-year-old, 


A record of winning 7 times the audience of a competitive food 


program which started out at approximately the same time 


as WEEIDs Foop FaIr. 


Built around three experts in cooking, marketing and enter- FF 


taining — expertly merchandised — carefully produced—the & 


Foop Fair works six resultful days a week (10:45-11:00 a.m.) 


for advertisers. For the complete story about this healthy 


young giant, get in touch with WEEI or Radio Sales. 


*From C. E. Hooper study December 1941-April 1942. 


WEEI Columbia’s Friendly Voice in Boston a 


Operated by the Columbia Broadcasting System. Represented by Radio 


Sales: New York, Chicago, Los Angeles, St. Louis, San Francisco, Charlotte 
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ADVERTISING AGE 


August 10, 1942 


New Dim-Out 
Hits Pacific 
Coast Section 


San Francisco, Aug. 5.—The war 
was brought home to the Pacific 
Coast area anew this week as Army 
officials ordered a voluntary dim- 
out supplanted Aug. 20 with a 
drastic, compulsory ban on lighting 
along the coast line from Canada to 
Mexico. 

A proclamation by Lt. Gen. J. L. 
Dewitt, chief of the Western Defense 


Command, not only spelled the end | 


of night baseball but struck at 
illuminated advertising signs, flood- 
lighted buildings, theater marquees, 
lighted window displays and all 
other forms of outdoor illumination. 

The order is to remain in effect 
for the duration as a means of pro- 
tecting coastal shipping and various 
installations from attack by the 
enemy. 


Engleman to Tetlow 


H. Arthur Engleman, former 
English and American agency ex- 
ecutive, has been elected director, 
sales manager and vice-president of 
the Tetlow Company, Philadelphia, 
following reorganization of the 
toiletries company. 


WSAN Boosts Power 


Station WSAN, Allentown, Pa., 
has been authorized by the FCC to 
increase its power from 500 watts 
to 5,000 watts. The station, a Na- 
tional Broadcasting Company affili- 


ate, will continue to operate on| 


1470 kilocycles. 


NEW HAVEN 
is FULL! 


secre eccrneee © emer se remsmaen 


} 


Seventeen years before Fulton's 
“Clermont” sailed up the Hudson, 
John Fitch, born in a log cabin 
near New Haven, built a 45-foot 
boat, sailed it on Long Island Sound 
at New Haven on August 22, 1787. 
The boat equipped with a steam en- 
gine traveled for 40 miles at 4 miles 
an hour. 


Che New Haven Register 


Exchange Post 
Chief Tells How 
Merchandise Sells 


| St. Louis, Aug. 4.— National ad- 
vertising, sales appeal and consumer 
demand determine the purchase of 
various types and brands of mer- 
chandise at Army post exchanges, 
Lt. Col. R. A. Illsley, officer in charge 
of the exchange at Jefferson Bar- 

|racks, told the Advertising Club of 
St. Louis at a recent “Shirt Sleeves 

| Session” in its summer series. 

At present there is a multiplicity 
of brands at the barracks exchange, 
according to Lt. Col. Illsley, who in 
|civilian life was merchandise man- 
|ager of a large department store in 
| Massachusetts. Thirty-three brands 
|of candy bars are stocked at the St. 
Louis exchange; 40 brands of cigars, | 
and 20 of cigarets—some of which, | 
he said, move so slowly that they 
|do not warrant re-stocking. Officers 
|in charge are endeavoring to elimi- | 
| nate poor turnover brands. 
| An innovation in exchange opera- 
| tions is establishment of a self-serve 
| branch for soft drinks and beer. It 
|has worked out so successfully, Lt. | 
Col. Illsley said, that the plan will | 
| be extended to other branches of the 
| St. Louis exchange. 


| Get Equal Chance 


Post exchanges neither buy, sell 
nor display advertising. When a 
local dealer complains that he is not 
getting his share of business, the 
officer said, the fault is usually with 
his own salesman, who may be ad- 
mitted at any time on a special pass. 

The exchanges are operated to 
supply the civilian merchandise 
needs of soldiers at lowest possible | 
prices, and net profits are limited 
to 5 per cent minimum and 7'% per 
cent maximum. When Lt. Col.) 
Illsley took charge he was told by 
the commanding officer that the 
profits must be cut. Despite his best 
'efforts, increased volume breught| 
}an extra net of $14,000 the first | 
month. 
| Refuting the statement made by a} 
radio commentator that profits from | 
| post exchanges go to the officers in| 
charge, Lt. Col. Illsley described | 
ithe rigid financial control and| 
auditing system set up for the P X’s| 
and said that profits are used for | 
the general welfare of the men at| 
the post. Reading rooms, recrea- | 
tional facilities, camp papers and 
other equipment and activities to | 
_add to the comfort and enjoyment | 
_of the men are supplied out of these | 
profits. 

A post exchange prefers to pur- 
chase supplies in its own trading | 
area, the lieutenant calonel said. In 
June the Jefferson Barracks P X 
bought over $300,000 worth of mer-| 
chandise from 357 different sup- 
pliers, 201 of whom were St. Louis 
dealers or agents, accounting for 81 
per cent of the dollar total. All| 
drinks, candy, ice cream, tobacco, 
drugs, office supplies, jewelry, gifts 
and many other items are bought 
locally. Cigaret sales average from 
$15,000 to $20,000 a week. 


LIKE CARCARD ADVERTISING TODAY 


To Reach the Joneses or the Vanderbilts - 


D RATES 


STILL Low 
ger Topay! 


MURRAY & MALONE 


MINNEAPOLIS « ST. PAUL + DULUTH - SUPERIOR 


a 


Getting Personal 


Franklin M. Doolittle, general manager of Station WDRC, Hartford, 
Conn., has donated his yacht “Decibel” to the Coast Guard for patrol 
duty, and has joined the service’s auxiliary force himself. . . Shirley 
Delight Axt, member of W. T. Grant Company’s ad dept., is now Mrs. 
Edgar Hays Long. The wedding took place at Montclair, N. J., the 
bride’s home town. Pvt. Long hails from Florida. . . 

Gordon Cole, a.m. of Cannon Mills and ANA chairman, has lost his 
secretary, Helen Fontaine, to the WAAC. Aside from worrying about 
ad schedules and association matters, Miss Fontaine had been a 
member of the 
Metropolitan Op- 
era chorus and had 
appeared in sev- 
eral Broadway 
productions. . . 

Don Thomas of 
Buffalo, sec-treas. 
of the Int. Affilia- 
tion of Sales and 
Advertising Clubs 
for nine years, 
who resigned at 
the last meeting, 
posteards his hun- 
dreds of Affiliation 
friends to advise 
that with his ap- 
plication for air 
corps ground 
forces service de- 
layed, he has 
joined the person- 
nel dept. of Cur- 
tiss - Wright, is 
working a mid- 
night to 8 a. m. 
shift, and likes it... 

Jack Willem, Stack-Goble acct. exec. who has spent the past month 
or so in Washington on a special assignment with the Army specialist 
corps, took enough time off from Army duties to face a preacher with 
Lois Hedrick, formerly in the Washington office of Campbell-Ewald, 
who is the daughter of Brig. Gen. Lawrence H. Hedrick. . . 

That look of eager expectation on Herb Drake’s face has been 
changed to one of beaming satisfaction. The True Story prom. mgr. 
welcomed a boy into the family circle. Seven and a half pounds 
bedside. . . 

Memories of an earlier war were brought home vividly this week 
to Lawrence Valenstein, pres., Grey Advertising. The agency, founded 
in 1917, is currently celebrating its 25th anniversary... 

T. Hart Anderson, pres. of Anderson, Davis & Platte, has joined the 
growing roster of New York-Washington commuters. The agency 
chief’s new duties include development of a special newsletter for 
floor covering dealers, to be sponsored by Alexander Smith & Sons 
Carpet Company and C. H. Masland & Sons. . . 

Having lived in a house in Piedmont for three years, Glenn R. Dol- 
berg, manager of operations for KQW, San Francisco, has decided he 
likes it so well that he has purchased it. In due time he expects to 
fit up a complete photographer’s plant in the basement, camera snap- 
ping having been a Dolberg hobby for many years. . . 

Ralph Nicholson, publisher of the New Orleans Item, is now a 
double colonel, having just received a commission on the staff of Gov- 
ernor Jones of Louisiana to go along with the similar commission he 
got from Governor Holland of Florida some time ago. And Marshall 
Ballard, editor of the Item, who’s turned down commissions as colonel 
any number of times, got one sent to him without advance notice by 
Louisiana’s governor, and finally broke down and accepted it. . . 


ADMEN GET FIRST EDITION 


ie 
J. W. Egan (center), N. Y. Times ad manager, and Ivan 
Veit, promotion manager, discuss newly-published ‘War- 


time Meals’ with author Margot Murphy, the newspa- 
per's food editor. 


SLOW DOWN! JUDGES AT WORK 


. = Ff 
ire. _- ase 


Pictured in deep concentration are the committee of judges of the Pittsburgh 

Advertising Club who selected the best display ads appearing in the “all bond 

and stamp" editions of Pittsburgh dailies on American Heroes Day. Left to 

right are Harry Vieth, Pittsburgh office of BBDO; R. M. Gibbs, advertising man- 

ager of Jones & Laughlin Steel Corp.; and C. C. Conner, assistant advertising 
manager of Aluminum Co. of America. 


Bill Malone, of the pro. dept. of WOWO-WGL, Ft. Wayne, Ind., has 
been appointed to the merchandising committee of the Ft. Wayne 
Drug Club... 

Wedding bells are in the offing for A. Lawrence Karp, ad. mgr. of 
Columbia Products Corp., New York, whose engagement was an- 
nounced last week. The bride-to-be is Raymy M. Haber, of the arts 
and decorations division of the American Women’s Voluntary Serv- 
ices. . . 

Alfred C. Fuller, pres. of Fuller Brush Co., has been elected vice- 
pres. of the Hartford Chamber of Commerce, in charge of the adver- 
tising and printing crafts trade board. .. Harry C. Kopf, v.p. and g.m. 
of NBC’s central division, has been named a member of the executive 
committee of the Air Corps Sponsors of Chicago. . . 


—— 


Price Increase 
Cuts ‘Post’ Sales 
Only Nominally 


Philadelphia, Aug. 6.—Increase jp 
the newsstand price of The Satur. 
day Evening Post resulted in a4 
circulation drop of only 4 per cent 
from the corresponding months of 
1941 for the first 12 issues after the 
price increase, and since then an up 
turn in sales has brought the tota] 
to within 2 per cent of last yeur’s 
figure, Fred A. Healy, vice-president 
and advertising director of Curtis 
Publishing Company, advised adver. 
tisers this week. 

The low point, in comparison it} 
last year, was reached with the 
May 30 issue, which dipped 6 per 
cent under the corresponding issue 
of last year, but by the June 27 issue 
increased sales, contrary to the ror- 
/mal seasonal trend, had brought the 
| total up to 2 per cent under the 194) 
| figure. 
| The average net paid circulation 
'on the Post for the second quarter 
|of 1942 will be slightly more than 
3,200,000, Mr. Healy said. This js 
500,000 more than the circulation 
rate base, and 200,000 more than 
the new rate base that became ef- 
fective with the July 4 issue. The 
|average net paid for the first six 
'months of 1942 will be slightly more 
than 3,400,000, he said. 


Trenchard to WAAT 


Roland Trenchard, formerly pro- 
motion department manager of 
O’Mealia Outdoor Advertising, Jer- 
sey City, has joined Station WAAT. 
Newark, N. J., as public relations 
director. 


Gets Metals Account 


| Buchanan & Co., New York, has 
been named advertising agency for 
Reynolds Metals Company, New 

| York. 

| 


Salt Lake City 
gains 16% in 


population 


SINCE 1940 CENSUS 
* 


Reach this active 
growing market 
through the station 
people listen to 


Selt lobe Cay, 
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ADVERTISING AGE 
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For reference data on these 
media consult the 


MARKET DATA BOOK: 


Advertising Distributors of America 
Afro-American Newspapers 
Amsterdam Star-News 

Atlanta Journal 


Big 4 Advertising Carriers 
Blum's Advertising Agency 
Boston Post 

Buffalo Evening News 


James T. Cassidy, Inc. 
Chicago Defender 

Chicago Herald-American 
Chicago Tribune 

Cincinnati Post 

Columbus Evening Dispatch 


Dayton Journal-Herald 

Des Moines Register and Tribune 
Detroit News 

John Donnelly & Sons 


Fact Finders Associates 

Fawcett Publications 

Fedder Advertising Distributors 
Fort Worth Star-Telegram 


Home Owners’ Catalogs 
Hospital Management 
Houston Chronicle 


Kansas City Call 

Kansas Farmer 

KDYL, Salt Lake City, Uteh 
KFYO, Lubbock, Texas 
KGNC, Amarillo, Texas 

KIRO, Seattle, Washington 
KMA, Shenandoah, lowa 
KOMA, Oklahoma City, Okla. 
KRGV, Weslaco, Texas 

KSD, St. Louis, Mo. 

KSL, Salt Lake City, Utah 
KSTP, St. Paul-Minneapolis, Minn. 
KTSA, San Antonio, Texas 
KTUL, Tulsa, Okla. 


Don Lee Network 
Louisville Defender 


Media Records 

Michigan Advertising Distributing Co. 
Milwaukee Transportation Advertising 
Minneapolis Star Journal and Tribune 
Missouri Ruralist 

Moline Dispatch 

Molton Distributing Co. 

Murray and Malone Co. 


Nashville Tennessean and Banner 
Nassau Daily Review Star 
National Broadcasting Co. 
National Transitads 

New Haven Register 

Norfolk Journal & Guide 


Peoria Journal-Transcript 
Philadelphia Tribune 

Pittsburgh Courier 

Pittsburgh Sun-Telegraph 
Popular Mechanics 

Portland Journal, Portland, Ore. 
Publicity Distributing Co. 


Rock Island Argus 


St. Louis Globe-Democrat 
San Antonio Express and Evening News 
Scripps-Howard Newspapers 


This Week Magazine 

Topeka Daily Capital 

Topeka State Journal 
Transportation Advertisers Inc. 
Triple A Advertising Carriers 


Ueber and Sons Advertising Agency 
United Advertising Corp. 


WAVE, Louisville, Ky. 
WBEN, Buffalo, N. Y. 
WCOP, Boston, Mass. 
WFBL, Syracuse, N. Y. 
WFBR, Baltimore, Md. 
WFIL, Philadelphia, Pa. 
WHAM, Rochester, N. Y. 
WHBF, Moline-Rock Island, Ill. 
WHP, Harrisburg, Pa. 
WIBW, Topeka, Kansas 
WKNE, Keene, N. H. 
WLAW, Lawrence, Mass. 
WMC, Memphis, Tenn. 
WNBC, Hartford, Conn. 
WORL, Boston, Mass. 
WPEN, Philadelphia, Pe. 
WPTF, Raleigh, N. C. 
WSYR, Syracuse, N. Y. 
WTAG, Worcester, Mass. 
WTRY, Troy, N. Y. 


Look it up in the 
Market Data Book! 


How You Can Make 


Good Use of the 


Market Data Book 


Users of The Market Data Book have discovered that 
this time-saving reference book can perform a multi- 
tude of duties for them, enabling them to get-——often in 
a matter of minutes—material that would otherwise 
take days or weeks to assemble. 

The Market Data Book is taking a larger and more 
important place each day in the work of merchandising, 
sales and advertising departments and among advertis- 
ing agency account executives, marketing men and 
space buyers: it is rapidly becoming “guest of honor” 
at marketing, selling and advertising conferences. 

In this one-volume, handy reference book are assem- 
bled a multitude of official figures and statistics on 
population, buying factors, distribution factors and 
sales potentials for every county in the United States 
for the country as a whole, for regions and states, and 
for all cities of importance. No other volume brings 
together so much marketing data, so much vitally 
needed material, in concise, easy-to-find, simple form. 

Every day new uses are being discovered for this 
comprehensive volume. Here are some of the ways 
in which the book is proving useful: 

Investigating and selecting new markets for distribu- 
tion. 

Establishing market potentials. 

Determining the relative effectiveness of salesmen 
on the basis of market potentials. 

Routing salesmen. 

Setting up sales territories. 

Determining number and location of branch offices. 

Allocating advertising expense to branches and dis- 
tricts. 

Spotting distribution in the best market areas for a 
particular product without wasteful distribution activi- 
ties in thin or profitless markets. 

Determining the best markets for test campaigns. 

Checking present distribution against individual mar- 
ket potentials. 

Checking present sales records against total sales of 
the same type of product in each market. 

Reorganizing salesmen’s traveling so as to cover the 
best markets with least wasted time, effort and tires. 


| 
H 
! 
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Determining a scientific allocation plan for concen- 
trating greatest distribution in most active markets 
when production has been cut below levels necessary 
to supply all possible buyers. 

Realigning distribution factors which have “just 
growed.” without scientific relation to market poten- 
tials. 

Correlating media data in the light of special condi- 
tions which differ in each market. 

Analyzing the relative advantages of different types 
of retail outlets in various areas of the country. 

Determining volume of consumer sales for various 
types of goods and services in relation to other mar- 
kets, other counties in the same state, other counties 
in other states, or the country as a whole. 

Studying relative and actual sizes of urban, farm and 
rural nonfarm markets in each state. 

Estimating approximate coverage of newspaper, 
magazine, and radio programs in specific markets. ai 

Determining size of advertising budget which can be 
spent in one area in relation to potential sales. 

Checking changes in size and buying characteristics 
of markets as evidenced by up-to-date statistics on popu- 
lation, retail sales, ete. 

Developing statistical material for use of general man- 
agement, sales departments, policy committees, ete. 

Determining scope, size and direction of sales promo- 
tion activities. 

Deciding on size, scope and location of field studies 
and consumer market investigations. 

Pointing out new sales opportunities to brokers and 
distributors, and helping them allocate their merclian- 
dising manpower most effectively. 

Checking the relative merits of various markets from 
the standpoint of establishing new retail outlets, labora- 
tory stores, control stores, ete. 

Scientifically determining the size of advertising and 
promotion budgets in view of market potentials. 

Analyzing sales and relating unit and dollar volume 
of sales to determine relative standings market by 
market. 


The Market Data Book is a proven time-saver for the national advertiser and his 
agency—combining in one standard reference work all the information which other- 
wise could be obtained only by referring to a dozen or more sources. Make sure 
that all those who have to study markets and media in your organization are thor- 
oughly familiar with the tremendous time-saving value of the Market Data Book. 
It’s standard equipment in the busy office which has to work with facts and figures. 


THE MARKET DATA Book 


Published by Advertising Publications, Inc., publishers of Advertising Age and Industrial Marketing. 


NEW YORK 
330 W. 42nd St. 


CHICAGO 
100 FE. Ohio St. 


LOS ANGELES 
Simpson-Reilly, Ltd. 
Garfield Bldg. 


SAN FRANCISCO 
Simpson-Reilly, Ltd. 


Russ Bldg. 
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ADVERTISING AGE 


‘Farm Journal’ to Use 


28,052,160 U. 5. 


Radio Homes, 1940 


RADIO SET OWNERSHIP IN U. 


August 10, 1942 


— 


S. SHOWN 


sider twin markets—Houston and 
Corpus Christi . . . served by twin 
stations KXYZ and KRIS. 

You see, Houston's KXYZ... and 
KRIS of Corpus Christi—the super- 
selling “Twins” — blanket Texas’ 
two great metropolitan centers sit- 


cotton, chemicals, live stock, farm 
produce and Gulf Coast manufac- 
tured armaments are in greater 
demand than ever before. 


The “Twins” offer you special com- 
bination rates ... yes and unique 
merchandising “extras”. Write for 
facts today. 


1,933,030 


Bigelow to Use Color 
Ads in Magazines 


Stressing the importance of the 
home under wartime conditions. 
Bigelow-Sanford Carpet Company 
next month will launch a series of 


r ve 


7 
; 


Four-Color Gravure Number Percent HOME RADIOS 0 THE WANTED STATES. GY STATES: 1900 
¥ Farm ee = pce get pet 2 Region, Division Radio Radio 
.: has issued a new rate card, effective Ss Homes Homes 
~ with the October, 1942, issue, offer Homes Have Radio Jee diktes oamate tas 
ing a new four-color service with | — ; , ° : 
all inside four-color work to be) 0 REGIONS: 
printed by the Alco gravure process. -§) 8% of Total > 2. ee 18,284,559 91.9 
No plates are required for gravure . The South ..... 6,195,343 62.1 
printing, the announcement said, : . | Ye 3,572,258 88.9 
and bleed may be had for full pages, (Continued from Page 1) 
two-thirds and half pages at no _— F ™ THE NORTH: 
extra cost. Letterpress four-color B - a Bg and Rage = New England ... 2,020,238 94.4 
currently is available only on the a ; = ommape sal sz 1e PrO- | \iig Atlantic . 6,672,082 94.4 
second, third and fourth covers. portions having a radio were 91.9 E. N. Central 6.517.321 91.7 
Rates are still based on guaran- and 88.9 per cent, respectively, Ww N Central. 3,074,918 85.6 
teed circulation of 2,500,000. while in the South the figure fell to| “"* *"* hel , i 
sesamin 62.1 4 cent. png ter 25 states, THE SOUTH: 
in addition to the District of Co-| South Atlantic.. 2,740,481 66.0 
Reynolds Named V.-P. ; lumbia, in which more than 85 per| —, §, Central.... 1,406,433 55.3 
prancisce office ef Lord & Thonnas | Cent of ine homes hed radio, hese! W, . Central... SAMB489 62.5 
oe . ; ; aed 8 “"}| states forming a continuous ban 
oe gg mo agua has — reaching from the North Atlantic) THE WEST: The percentage of home radio ownership, state by state, is revealed in this ch ot 
count senneabtnn in charge of Soasth~ coast, along the Canadian border, Mountain ...... 876,034 80.5 based on 1940 figures compiled by the Bureau of the Census. Data for -« 
ern Pacific Company advertising| and down the Pacific coast. | ee 2,696,224 92.0 entire country is included for the first time. 
for the past ten years. Highest percentage of set owner-| NEW ENGLAND: ] — 
ship was shown in Massachusetts, |, — 184.348 86.5 
where 96.2 per cent of the families ig a a  eeeee one Kool Copy to Drop CBS Net Drops 
e have radios, and two other New| ae 80.253 88.6 : $ : 
wrVAfires England states—Rhode Island oodles  seseeen one Claims on Value | 800,000 During 
’ Connecticut—tied for second posi-| pp. ony f s ’ 
; h Island. . 176,739 95.7 
tion with 95.7 per cent radio homes. esa er 417.259 95.7 bes Cold Remedy First Half of 42 
OFFICIAL PUBLICATION OFM THE New York and New Jersey were ; Washington, D. C., Aug. 7.— New York, Aug. 6.—Reporti: g a 
AMERICAN BOWLING COP, next in line, each with 95.5 per cent} MIDDLE ATLANTIC: Claims that Kool cigarets will aid|net profit of $1,647,738 for the rst 
radio homes. Other states with 90|New York....... 3,385,703 95.5 in relieving colds or that the brand|six months of 1942, down nt rly 
per cent ownership or more were: |New Jersey...... 1,020,459 95.5 \is easier on the throat than other | $800,000 from the same perio. in 
SOWREIG ic the eile manaiec New Hampshire, 90; Pennsyl-| Pennsylvania 2,265,920 92.4 |brands will be discontinued by/|1941, the Columbia —— ting 
: — , : : vania, 92.4; Ohio, 91.7; Illinois, 92.3; Brown & Williamson Tobacco Cor-| System, Inc., yesterday declared a 
ae a Se Michigan, 93.4; Wisconsin, 91.7: EAST NORTH CENTRAL: poration, according to a stipulation | cash dividend of 30 cents per s iare 
inn Geneon. sre rei 5089 poet 4 Minnesota, 91.2; Iowa, 90.2; District nerd a ee “oe —. announced today by the Federal | on present Class A and B stor of 
establishments containing 39,812 bowl- °! Columbia, 93.7; Utah, 92.4; Wash- > eg Pare Ree 92.3 Trade Commission. /$2.50 par value. The dividend js 
ing alleys. ington, 90.6; and California, 92.9 doubts c : Rien Specific claims listed in the stipu- | payable Sept. 4 to stockholder: of 
a a a a on At the other end of the scale were aa dia Anita ary oy lation include the following: “that | record at the close of business 
bowling Pree en Mr air conditioning Mississippi, where only 39.9 per OI «sees 4 . during the cold months the smok- | Aug. 21. . 
units, wall coverings, interior decora- ©@"t of the homes had radios; Ala-~ WEST NORTH CENTRAL: ing of its cigarets will keep the | The consolidated income _ st:te- 
tions, sound insulating, soda foun- bama, 49.4 per cent; South Caro-| yinnesota . 647,499 91.2 | head clear or give extra protection,|ment for CBS and its subsidiary 
tains, grills, seating and lighting /ina, 49.6: Arkansas, 50.9; Georgia, Jowa ..._... 617.006 90.2 or that they are an excellent safe-|companies for the 26 weeks ended 
equipment, food, beverages, tobacco, 52.5, and New Mexico, 53.2. Missouri ....... 832.590 79.9 guard: and that these cigarets con-|July 4 showed that net income afte: 
——- plaques — ¥ ——, of North Dakota 131.000 88.4 stitute a remedy for colds or that|time discount, agency commissions, 
every description used and needed in . ; a ‘ bv changi to this brand a person! allowances and discounts had in- 
: : . South Dakota.. 136,049 84.6 oy changing to th } 
the modern bowling establishment. Andrews Appointed Senn... 298.790 84.7 having a cold may expect healing|creased approximately two million 
Guaranteed circulation 30,600. Phillip Andrews Company, New| Kansas ......... 411,984 83.0 or curative results.” dollars from $20,556,352 in 1941 to 
Write for detailed information York, publisher of Air News and Also taboo are suggestions that | $22,426,417 in 1942. 
vig . Air Tech, has been named by See-| SOUTH ATLANTIC: by using Kools a smoker receives| Principal changes in cost of doing 
oe . ote Pci Food age to — “Home and | Delaware pane tha 59,921 87.0 therapeutic benefit for colds,| business were an increase of ap- 
e American Bowling Congress ood,” a bi-weekly magazine for) ago... ’ scan alt dennis aameetinaatiom: kaa tn ys ie Y 
2200 North Third Street distribution through the Good Food a land leaned . 396,338 88.1 through the use of such expressions are om owe ger ge > - 
Milwaukee, Wisconsin Stores group. ist. of Columbia 158,377 93.7 as “The beneficial head-clearing|operating expenses an cost 0 
Virginia ........ 409,978 67.1 quality of menthol has made it a goods sold, and a supplemental pro- 
W. Virginia. . 326,347 75.1 favorite ingredient in cold remedies | Vision of an estimated $668,500 for 
ah te: N. Carolina. . 471,863 61.8 for years,” and “Doctors know the|excess profits taxes calculated under 
> Gees S. Carolina... 209,542 49.6 beneficial head-clearing quality of|the proposed revenue bill of 1942. 
Georgia Cente 381,668 52.5 menthol.” Earnings per share for the six 
PIOrIeGn ...... 326,447 64.8 The FTC announcement said that! months’ period dropped from $1.42 
+ na ‘ PENA claims terming the smoke from |in 1941 to $.96 in 1942. 
aa SOUTH CENTRAL: Kools easier on the throat than that —_—_— 
+ tented 444,416 py of other brands, and promising re- ‘Pittsburgh Press’ Resumes 
ee 434,733 62.5 laxation to the throat or mouth “no | The Pittsburgh Press resumed : 
Alabama 321,671 49.4 « *. , } } . ras th oY » } oI ’ : . g o< ~ 2 At . stre 
deers 205.613 39.9 matter how hot the weather or how | publication Aug. 3 after a five-day but 
MUSSISSIPpl ..... aV0, oo. long or hard you smoke,” will be} suspension of operations following he 
WEST SOUTH CENTRAL: discontinued. a strike of the newspaper's truck nme 
S| Maile ae ary —___—— drivers and a dispute over payment — 
Arkansas oseenee 244,586 50.9 of other printing craft members ing 
Loulsiana .... 307,883 53.3 Bragdon to NBC 'during the suspension. Union offi- ket; 
Oklahoma .. 405,754 68.8 Everett L. Bragdon, for 19 years|cials said 14 drivers dismissed in 000, 
ae 1,090,206 66.9 radio editor of the New York Sun,}line with an ODT edict reducing Che: 
es ; has joined the National Broadcast-| truck mileage would receive work cent 
MOUNTAIN ing Company as trade news editor|through a distribution of hours 000 
Montana ...... 134,503 86.2 in the press department. Mr. Brag-| Arbitration was agreed upon for the oO 
aly sy 9s 118,824 86.4 don is the author of the Radio Ama-| wage dispute. 
_ Wyoming 57.126 84.4 | teur’s Handbook. ——_—E 
| Colorado ..... 258,573 84.5 a |... Vogel Replaces Simon 
| New Mexico..... 66,609 53.2 P.O. Begins Campaign | A-Mike Vogel, formerly with Mo- 
= | Arizona ....... 87,781 69.0 The Post Office Department, Ot-j|tion Picture Herald, has been ap- 
Utah .. 126,418 92.4 tawa, will launch its first campaign) pointed director of publicity and 
. e Nevada ...... 26,200 81. in publications this month, to adver-| special promotion of Station WHN 
ewhy time buyers need twins! a tise air mail service at points along New York. He succeeds Al Simor 
PACIFIC: the main line of the Trans-Canada who left to go with the Treasur 
To assure complete sales produc- uated in areas nature geared to Washington .. 472,553 90.6 Airlines. Department. 
tiveness in the rich, populous Texas | war production. Here you'll find no Oregon .... 290,641 88.7 
Gulf Coast area you should con- Plant conversions . . . because oil. California 92.9 ———_—— 


color and_ black-and-white half 
pages in seven national magazines 


WHEN THE TWINS TELL IT — YOU SELL IT 4 


. Both Bigelow rugs and Powder- 
© Cupreeatad edteaty ty tn Giitan Qs my ene, rug cleaner, will be featured. 
a On the list for fall, the same 


group used previously, are Ameri- 
can Home, Better Homes & Gardens. 
Bride’s Magazine, House Beautiful, 
House & Garden, Ladies’ Home 
Journal and McCall's. Copy will 
run from September through No- 
vember and the program was sched- 
uled after the WPB allotted wool 
for limited carpet production during 
the balance of 1942 


Stone Adds to Duties 

Loren Stone, assistant manager of 
KIRO, Seattle, has assumed the 
added duties of commercial man-| 
ager of the station, following the 
departure of J. A. Morton to take 
over national sales service work at 
CBS-KNX 
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Old Gold Sales 
Loom on Wings 
of New Campaign 


Continued from Page 1) 


ciga.et machines are concerned, is 
the act that in an increasing num- 
ber of locations consumer demand 
has nade necessary the inclusion of 
iold stacks where they were 
neve carried before. 


\W ile merchandising men agree 
that the newspaper copy and radio 
commercials devoted to the Reader’s 
Digest report deserve major credit 
for ‘he brand’s upswing, they also 
point out that the remarkable rec- 


yd in the metropolitan New York 
s due, to a substantial degree, 


to the popularity of “Red” Barber | 


is Brooklyn Dodgers baseball 
broadcasts over Station WHN. Bar- 
ber has long been a favorite in 
these parts, and with the Dodgers 
riding high, wide and handsome, 
Gold has reaped rich rewards 
in onsoring the play - by - play 
broad¢ asts. 

The current Old Gold newspaper 


campaign, involving the heaviest 
schedule thus far this year in the 
cigaret field, will probably push the 
1942 expenditure to a point well 
abo' last year’s appropriation, 
whi ran to an estimated $900,000 


50 per cent in magazines, 40 per 
cent in newspapers dnd the re- 
mainder in network radio. The 1941 


expenditure represented a consider- 
able increase over the $550,000 re- 
ported for 1940. The latter, inci- 
dentally, was about half the Old 


Gold expenditure in 1939. 


Despite the fact that Old Gold 
sales are apparently destined for a 
healthy increase this year, observ- 


ers doubt whether the brand’s rela- 
tive standing will change very much 
by the end of 1942. The “big four” 
—Lucky Strike, Camel, Chesterfieid 
and Philip Morris—are too far out 
in front to be overtaken even at Old 


Gold’s current accelerated pace. 
year, Old Gold was in sixth 
place, with an estimated sales vol- 
ume of six billion cigarets, com- 


entry may run down the home 
stretch neck and neck with Raleigh, 
but the four leaders were lengths 
ahead last year. Lucky Strike was 
first with 49,500,000,000, represent- 
ng 24 per cent of the total mar- 
ket; Camel was runner-up, 48,500,- 
000,000, 23.5 per cent of the total; 
Chesterfield, 37,500,000,000, 18 per 
cent; and Philip Morris, 17,500,000,- 
000, 8.5 per cent. 

Old Gold’s spectacular campaign 
ind the resultant upward sales 
reminiscent of the last 
Lorillard splurge, in 1937, when two 
videly-advertised contests, offering 
ash prizes of $200,000 and $250,000, 
broug volume to a peak neve1 
‘gain attained. Total advertising 


Wing is 
| 


—,_,. 


COLLINS 
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Photo engravers in Chicago 


207 North Michigan Avenue 


pared with Raleigh’s 11 billion. It| 
is barely possible that the Lorillard | 


expenditures in the two contests 
was generally believed to be $3,000,- 
000, and Old Gold sales at one 
period during 1937 represented 11 
per cent of the total market. This 
was short-lived, however, and when 
results for the year were tabulated, 
it was found that the net sales gain 
|was about 23 per cent for the year, 
compared with the preceding year. 
Approximately 8 billion Old Golds 
| were sold in 1937, against 6% bil- 
lions in 1936. The peak 1937 fig- 
ure, however, represented only 
about 5 per cent of the total market, 
compared with 4.2 per cent the 
preceding year. 

| In 1938 Old Gold sales slid down- 
ward to 3.6 per cent of the market, 
and in the years following slipped 
|still further: 1939, 3.2 per cent; 


1940, 3.1 per cent; and 1941, 2.9 per | 


cent. 
low. 

First radical swing away from 
|Old Gold’s traditional “Not a Cough 
in a Carload” advertising, which 
was presided over for years by Len- 
jnen & Mitchell, occurred early last 
|year, shortly after J. Walter Thomp- 
| son Company assumed direction of 
|the account. “Something New Has 
'Been Added” became the brand's 
dominant copy theme, and this per- 
|sisted until Reader’s Digest handed 
| Lorillard and its agency a new hook 
on which to hang a campaign. 


The latter represented a new 


Musical Programs 
Lead Hot Weather 
Ratings by CAB 


New York, Aug. 6.—American 
radio listeners apparently turned to 
music for relief from sweltering 
midsummer temperatures, accord- 
ing to the program report of the 
Cooperative Analysis of Broadcast- 
ing covering the last two weeks in 
July. 

Four of 
were 


the 
musical 


top ten programs 
shows, Hit Parade 
taking first place among all pro- 
grams rated, compared with 18th 
place in February, peak month in 
winter listening. Kay Kyser 
ranked third, compared with 15th 
in February. 

The first ten programs were Hit 
Parade, Mr. District Attorney, Kay 
Kyser, Post Toasties Time, Infor- 
mation Please, One Man's Family, 
The Remarkable Miss Tuttle, Fitch 
Bandwagon, Saturday Night Seren- 
ade and Star Spangled Vaudeville. 


|The Remarkable Miss Tuttle, star- 


ring Edna Mae Oliver, and Star 
Spangled Vaudeville are both new- 
comers to the airlanes. 

The same report included a spe- 
cial rating that revealed that Sec- 
retary of State Hull scored a CAB 
count of 34 for the highest rating 


ever credited a member of the cab- 
inet, when he spoke on “The Seri- 
ousness of the War” on July 23. 

The CAB ratings are based on 
telephone surveys in 33 network 
cities, and indicate the proportion 
of radio set-owners who reported 
hearing a program. 


. 

Neon Signs Escape Tax 

The Michigan Board of Tax 
Appeals has ruled that neon signs 
used for advertising purposes are 
not subject to the state’s 3 per cent 
sales tax, but that neon tubing used 
only for decorative purposes comes 
under the levy. In a case involving 
the Grand Rapids Sign Company, 
the board ruled that the commercial 
advertising exemption was not 
altered by the fact that neon signs 
were produced upon special order 
of the purchaser. 


Krause Leaves L&T 

Walter C. Krause has resigned as 
vice-president of Lord & Thomas 
and as account executive for Radio 
Corporation of America to become 


assistant director, radio division, 
Office of the Coordinator of Inter- 
American Affairs, in Washington, 


mm: Se. 


Gets Toasters Account 
Abbott Kimball Company, New 
York, has been named advertising 
agency for Savory Equipment, 
Newark, maker of Savory toasters. 


Squibb Doubles Advertis- 
ing in Latin America 

E. R. Squibb & Sons has doubled 
its advertising appropriation for 
South America and the Carribbean 
area, for the fiscal year July 1, 
1942-43. Dorland International is 
the agency in charge of Squibb’s 
foreign advertising. 

The increased budget calls for a 
campaign not only on Squibb dental 


cream, but includes a_ substantial 
institutional campaign as well. 
Magazines, newspapers and _ radio 


will be used. 


Kuhbach Joins Agency 

George J. Kuhbach, formerly with 
the sales promotion and advertis- 
ing department of Union Switch & 
Signal Company, Swissvale, Pa., 
has joined the creative writing staff 
of Doyle, Kitchen & McCormick, 
New York advertising agency. 


Fuller to Tyson 

Charles A. Fuller, Jr., has joined 
the staff of O. S. Tyson & Co., as 
an assistant account manager. Mr. 
Fuller was formerly associated with 
W. H. Lackie Company, commercial 
artists; William A. Rea Advertising 
and Fairchild Publications. 


Publication Discontinued 

Midca’s Criterion of the Liquor 
and Wine Trades, published in Chi- 
cago by Gillette Publishing Com- 
pany, has been discontinued 


ha Target for Industiy: 
More Dollars Per Man Per Month in the 
PAY-ROLL WAR SAVINGS PLAN 


5 


TO WIN THIS WAR, 


A BILLION DOLLA 


MONTH IN WAR BOND SALES 


ALONE! 


This means a minimum of 10 percent 
of the gross pay roll invested in War 
Bonds in every plant, office, firm, and 


factory in the land. 


Best and quickest way to raise this 
money—and at the same time to “brake” 
inflation—is by stepping up the Pay- 


Roll War Savings Plan, having 


company offer every worker the chance 


to buy MORE BONDS. 


Truly, in this War of Survival, 


VICTORY BEGINS AT THE 
WINDOW. 


If your firm has already installed the 


and more billions are needed 
and needed fast—AT LEAST 


more 
time— 


RS A ticipation. 


Pay-Roll War Savings Plan, now is the 
1. To secure wider employee par- 


2. To encourage employees to increase 
the amount of their allotments for 
Bonds, to an average of at least 10 
percent of earnings—because 
“token” payments will not win this 


war any more than “token”’ resis- 


every 
the time to do so. 


tance will keep the enemy from 
our shores, our homes. 


If your firm has not already installed 
the Pay-Roll War Savings Plan, now is 
For full details, plus 


samples of result-getting literature and 


promotional 


PAY 


‘reasury Department, 


helps, write, wire, or 
hone: War Savings Staff, Section E, 
709 ‘Twelfth 
Street NW., Washington, D. C. 


U. S. War Savings Bonds 


This space is a contribution to America's all-out war program by 
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Business Papers 
Show I] Per Cent 
Gain During July 


Thicago, Aug. 5.—With the indus- | 
trial field leading the way, business | 
papers forged ahead again in adver- | 
tising volume for July, scoring a} 
net gain of 11 per cent over issues | 
of July, 1941, according to figures | 
based on reports of 117 publications | 
to Industrial Marketing. Volume 
for the year to date is 6.2 per cent 
ahead of total advertising in the 
same publications for the first seven 
months of last year. 

Eighty-nine industrial publica- 
tions reported a gain of 14.5 per| 
cent for July issues, over a year | 
ago, with a volume total for the| 
first seven months of 1942, 10.3 per 
cent ahead of last year. 

Seventeen trade papers, while not 
marking up a gain, reduced the loss 
in volume recorded in June, finish- 
ing July with 7.1 per cent less 
advertising than in July, 1941, 
issues. For the seven months, these 
papers are 13.5 per cent below 
1941 figures. 

In the class group, 11 publications 
showed a gain for July of 1.7 per 
cent—an improvement over June 
figures—with total volume for the 
first seven months 6.8 per cent less 
than the corresponding period last | 
year. 


WLBJ Reorganizes 


Station WLBJ, Bowling Green, 
Ky., underwent a reorganization of | 
policy and management Aug. 1| 
when Ken Given, formerly with| 
WTAR, Norfolk, Va., assumed the) 
duties of president and Jake Causey, | 
formerly with WBIG, Greensboro, 
N. C., became advertising and sales 
manager. 


Advances Ahrens, Rader 


United Air Lines has appointed 
Russel F. Ahrens director of per- 
sonnel, succeeding Thomas B. Mar- | 
shall, who resigned to accept a War 
Department position. Mr. Ahrens’ 
post as Eastern regional sales man- | 
ager has been taken by N. B. Rader, | 
former district traffic manager at! 
San Francisco. 
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Changes in retail store hours, especially 


night openings for busy wartime shop- 

pers, are reflected in a chart inaugurated 

by the Chicago Sun last week. It will 

reappear once or twice a week during 

the remainder of August and possibly 

as long as “extra’ hours are scheduled 
by numerous stores. 


Promotes Radio-Owners’ 


Protective Service 

Philco Corporation of Canada, 
Ltd., has released a schedule to 
newspapers throughout the Do- 


minion featuring its radio owners’ | 


protective service, as supplied by 
Philco dealers equipped to repair 


and maintain existing radio sets for | 


the duration. 
Hutchins Advertising Company 
of Canada handles the account. 


J. O. Dahl, Hotel | 
Merchandiser and 
Editor, Dies at 48 


New York, Aug. 5.—Funeral serv- 
ices were held here today for 
Joseph Oliver Dahl, editorial direc- 
tor of Hotel Management, Restau- 
rant Management and Hotel World- 
Review, who died this week at his 
home in Stamford, Conn., after a 
protracted illness. He was 48 years 
old, and had been associated with 
Ahrens Publishing Company since 
1924. 

Well known as a successful mer- 
chandiser, Mr. Dahl’s advice was 
often sought by agencies and adver- 
tisers seeking to market products in|} 
the hotel field. In 1923, while 
assistant manager of a small hotel 
in Minot, N. D., he won a contest 
conducted by Ahrens for sending in 
the largest number of practical 
ideas toward improving the hotel 
business. His prize was a trip 
abroad and six months’ training in 
various European hotels. 

Upon his return to this country, | 
Mr. Dahl joined Ahrens Publishing | 
Company as readers’ service editor | 
of Hotel Management, and was sub- 
sequently advanced to editor of that 
publication. In 1934 he became 
editorial director of the publisher’s 
three hotel and restaurant papers, 
the position he held at his death. 

Specialized educational courses 
for hotel employes were one of Mr. 
Dahl’s major interests, particularly 
the courses given in New York at 
the Food Trades High School for 
prospective waiters, chefs, chamber- 
maids, bell-hops, etc. It was in this 
connection that he wrote over 30) 
training manuals as well as various 
books on hotel and restaurant ad- 
vertising and promotion. 

He is survived by his widow, 
Crete Dahl, who is associated with 
| Haire Publishing Company as edi- 


'tor of Infants’ and Children’s Wear 
| Review. 


ROBERT E. O’DWYER 
Lansing, Mich., Aug. 4.—Robert 


| 


|E. @’Dwyer, 54, of Jackson, presi-| 


dent and general manager of the 
Central Advertising Company, died 


| 


The rates for this department are as follows: 
Wanted,” 


“Help Wanted,” “Positions 
“Representatives Available,” 30 cents 
cash with order. 


All other classifications (single insertion rates): % in., $2.76; 1 to 3 in, 


$4.75 per inch. 


August 10, 


a 
—s — 


“Representatives Wanted,” 
a line, minimum charge $1. Terms 


HELP WANTED : | 
Trade Paper Salesman 

building field publication 
for experienced space 
salesman who can show record 
producer. Only letters giving com- 
plete information will be considered. 
Include age, nationality, experience, 
salary expected. 
Box 3764, ADVERTISING AGE, Chgo. 


Leading 
has opening 
as 


Man or Unusual Woman Copywriter | 
for industrial agency. Good studert 
in college physics and mathematics, 
having writing ability and imagina- 
tion, can qualify for a well paid job 
with excellent future opportunity. 
Please do not send samples. 


Box 3767, ADVERTISING AGE, 


Cheo. 


POSITIONS WANTED 

Vil Work for Nothing—Mayhe!: 
39 year old business executive with 
wealth of experience in sales in- 
agement, promotion, merchandising 
and advertising wants somethi: to 
keep him busy. Have a high! 
munerative job that looks goo 
duration but could devote ss 
hours a day to an outside int: 
What can you offer? If con 
with war effort I'll contribut 
services—if not I'll be glad to en. 
dorse your pay checks. 
Box 3765, ADVERTISING AGE, 
Young man, 25, fine record 3 
printing, newsp. adv.; now ad 
seeking change. Creative, good 
layout, ideas. College grad; 
exempt. Let me tell you more 


Box 3766, ADVERTISING AGE, hgo 


Seiberling Sues 
Gasoline Paper 


for $100,000 


New York, Aug. 5.—Seiberling | 
Rubber Company, Akron, yester- 


York supreme court against Gaso- 
line Retailer, trade newspaper, al- 
leging publication of false and 
malicious statements 
$100,000 damages. 
The complaint declares that testi- 
mony of J. P. Seiberling, president 
of the rubber company, before a 
Senate committee, had been “de- 
liberately misquoted and misinter- 
preted” by the publication. This 
alleged misquotation and misinter- 
pretation, according to the com- 
plaint, indicated that Seiberling 
wanted to remove tire sales en- 
tirely from the hands of service 
stations, whereas “the plaintiff has 


(95 per cent of New Jersey’s 
day filed a libel action in the New | 


and asking | 


N. ]. Papers Agree 
to Donate Space 
for War Bond Copy 


Newark, Aug. 5.—An estimated 
laily 
and weekly newspapers will con- 
tribute $150,000 worth of free adver- 
tising space to the Treasury De- 
| partment, it was learned here today 
| Embracing 267 weeklies and 33 
\dailies throughout the state, an 
/unpaid advertising program to pub- 
\licize the Treasury’s payroll savings 
|plan for the purchase of war bonds 
will be placed by the Lewis Adver- 
tising Agency. The drive will be 
|directed to those employers who 
| have not yet set up the plan. 

| The papers have agreed to donate 
‘an eighth of a page each week for 
eight weeks, with copy explaining 
the purpose of the payroll savings 
|plan and elaborating upon each 


jat his home Aug. 2. | given, and is giving, aid and assis- | its important features. In this way, Yor! 
aa tance to independent dealers in |the U. S. war savings staff hopes ! bour 
JOHN W. CROWELL maintaining their stations . . . and overcome the problem of reaching — 
Raleigh, N. C., Aug. 4.—John w.| has among its outlets for sales of | 5,000 smaller concerns, few of whic! 
M. ° ‘ Crowell, 45, classified advertising| UTeS - thousands of gasoline |are associated with trade associa- i 
CMO to of g an AY a Ay manager of the Raleigh News and_| ‘illing stations which have as their | tions, or other bodies. 
Observer for the past two years, eS cca tae or es selling | 
died of a heart attack here yester- | motor vehicle fuels and lubricants. . : 
day. > The complaint asserts that while Names Sidener, Van Riper 
— the publication carries a subscrip- The Amos molded plastics div- 
tion price of 5 cents a copy or $1)|sion of Amos-Thompson Corporé- 
e. Tt. CLARKE a year, “upon information and be- | tion, Edinburgh, Ind., has appointec 
. ke i ’ p rr ° : A 
Philadelphia, Aug. 4.—Everett T. | lief, notwithstanding the price so | Sidener and Van Riper, Indianapo- A 
Clarke, for many years connected indicated, such periodical is dis- | lis, as its agency. Ko 
with the research and statistical tributed, without charge, among _ 
departments of newspapers, died/|the owners, operators and manag- | It 
here yesterday after an illness of| ers of gasoline filling stations” east | ity, 
~ pe pee yng ner Rates of the Mississippi, and says further | fim 
ast connected wi 1e Philadelphia “ ant’s vrincips : le 
Inquirer and before that with the ava pg nomen = OF stern t CLASSIFIED PHOTOS ~n 
“cues mention oem ne i ieedleieeniecieanieamesenmineemantn Ww ri ¥ " ‘* ; 
New York American. of certain oil companies carried in j a 
said periodical. Upon information | 
N OW FM p 10 Y 95 860 Hammond Joins Tandy and belief, such oil companies fin- ss 
i aintain the defendant. | |» ‘ 
E. V. Hammond, Toronto manager ance and — Ko 
| of Stanfield & Blaikie, Ltd., for the The same oil companies own and | Pe: 
ees a past five years, has joined Tandy | Operate a large number of gasoline rh 
Advertising Agency, Ltd., Toronto, | filling stations. . .” Rate 
and ie service accounts formerly ain 
: . |handled by the Toronto office of Go nsf 
* * * Employment is the keystone of buying Stanfield & Blaikie, Ltd. which has @0%don Transferred P 
7 been closed. John B. Gordon, manager of the 837 
power, and recent surveys show that Akron is rap- ~——- Pee rears Sovertens 
= , office at Raleigh, N. C., since 1930, 
idly reaching a new employment peak. The legions Thompson to West Coast has been transferred to the Eastern 
: ‘ _ Walter H. Thompson, formerly as- | @dvertising staff with headquarters 
of men and women at work in Akron have all-time- sistant manager for the Central dis-|in New York. His successor at 
: . fj : trict of Westinghouse Lamp di-| Raleigh is William D. Poe, son of . 
high incomes to spend, plus an alert, intelligent |vision, Pittsburgh, has been ap-| the farm publication’s president and 
. _ pointed district manager for the di- editor-in-chief, Dr. Clarence Poe. 
buying-spirit. |vision’s Pacific Coast district with | 2 
es os a gp para Ochsenhirt Advanced I 
s s Ray W. Murphy, who has ’ 
| been transf ; F. W. Ochsenhirt has been named ¥ 
Tell your story to every family in this rich ransferred to Bloomfield, N. J. to fill the newly-created position of ' 
' ° . general purchasing agent of Jones n 
pa at one low cost by using Akron's ‘Renier, Maguire ® Laughtin Steel Cosporation, Pitts- 4 
only newspaper... i urgh, and its subsidiary com- 
+r CBS 7 panies. W. A. Morris, Jr., assistant fc 
ester “Tiny” Renier, who purchasing agent, has been named h 
has served as program director of | to fill Mr. Ochsenhirt’s former posi- 
the CBS owned and operated sta-|tion as purchasing agent. : 
AKRON BEACON JOURNAL | :*." 8 "0%92"s"x 
years, has joined the network's | ; 
New York production staff. Ackley Expands Duties 7 f 
Represented by: Story, Brooks & Finley Thomas A. Maguire, radio time| J. Howard Ackley, traffic manager Write oe ; 
New York, Philadelphia, Chicago, Cleveland, Los Angeles, Atlanta buyer with Blackett-Sample-Hum-|and chief announcer of WOWO- os agg lmmag: 
adelphiz ' , d _— 'mert, New York, has resigned to| WGL, Westinghouse radio stations KA FMANN F RY 
join the New York sales service de-|in Ft. Wayne, Ind., has been ap- U ‘ 
partment of the Columbia Broad- | pointed industrial relations repre- 25S. WABASH ave. ciiTcac® 
‘casting System. ‘sentative for the stations. 
oi 7 > 43 BP ‘ yd ghee pds Pe Me 4 i rs rs Pie ee 
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August 10, 1942 


ADVERTISING AGE 29 
oe . " . . benalenatind stations to contribute . . 
Canadian Ads Advertisin Gains “public service” time and even | Private Lines 
to Ease Blow of g er _ 


New Income Taxes Stature in War 


Ottawa, Ont., Aug. 6.—Canada is e 
slanning a nation-wide advertising | f f P| S 
Salen to educate wage earners | n orma ion an 

1e W wherefores of new 

on which go into (Continued from Page 1) 
effect with the September payrolls.|or by the voluntary contributions 

Starting in September, every|of private industry, for free pub- 
Canadian wage earner will have his | licity. 
new and staggeringly heavy income! It does mean that the scientific 
tax payments deducted “at source.” | research, planning, and timing of 
That means that employers will be| hard-boiled, practical advertising 
taking anywhere from $5 to $25 a|and agency men will be substituted 
week from the average Canadian|/for the haphazard “press agentry” 
and handing the money over to the| of the past. 
government. Nothing of the kind) 
has ever been attempted heretofore 
and to acquaint the public with the 
meaning and significance of the|tising department for the govern- 
new measures a country-wide cam-| ment, according to present plans, 
paign through the daily, weekly) ajthough liaison with advertisers 
and trade press will be inaugurated and agencies will remain under the 
to tell the story of what is required | direction of Ken R. Dyke, formerly 
and how each individual will be} os the National Broadcasting Com- 
expected to cooperate. |pany and the Colgate-Palmolive- 

The campaign will reach its peak | peet Company, who joined the Of- 
about Sept. 15, the time most wage|f- of Facts and Figures three 
earners will be feeling the pinch) onths ago and is now with OWI 
of the new regulations. It is being) anq has been completing a survey 
handled under the direction of Rus-| o¢ the government's present and 
sell T. Kelley, Ltd., Hamilton, in| ,otential use of advertising. 
association with other Canadian | 
advertising agencies. 


No Ad Department 


There will be no over-all adver- 


Reasons Listed 


H Reasons given for 
Roever to enry advertising department as such are: 
Charles S. Roever, formerly in| 1. The government is paying for 
the advertising sales department of | no advertising today, except for the 
Ziff-Davis Publishing Company, |Army and Navy 
oll bei “ae Mtn Skywave | Paigns, which respectively totaled 
advertis anager — yways |. mximataiy @9 ‘ a 
by the Henry Publishing Company, | #PProximately $250,000 and $100, 
New York. 000 in 1941. ; — 
siiaahaeiiaieas 2. The Office of War Informa- 


Cushman Names Agency tion is organized on vertical lines, 

H. T. Cushman Mfg. Company, with responsibility for various me- 
North Bennington, Vt., 
maker, has placed its account with|chief of the news bureau; William 
Badger and Browning, Boston.| B. Lewis, chief of the radio bureau; 
Home furnishing magazines will be| J. R. Fleming, chief of the bureau 
used. Clifford P. Parcher is account| of publications and graphics (post- 
executive. lers and government house organs); 


Corset Manual to Bow 

A corset selling manual covering | 
all phases of training salesgirls and 
directions for fitting has been incor- ‘ + i ieee eee . 
porated in the prove he issue of Cor- | 5. Only a eae industries van be 
set & Underwear Review, New expected to raise large —— 
York. The 
bound and sold separately. 


( CUPERB 
ART-LOPY 


A Chromart Colorprint from 
Kodachrome is the best that 
money can buy. 


reau of motion pictures. 


Many Skeptics Remain 


by the iron and steel and soap and 
glycerine industries for salvage 
drives. In each of these cases the 
industries faced critical supply 
problems, and the advertising cam- 
paigns developed by the Advertis- 
ing Council proved “life savers” in 
solving their own immediate prob- 
lems. 

4. There are still some men in 
the administration who are hostile 
to advertising: a great many “have 
to be shown” the job advertising 
can do; and only a few men like 
Secretary of the Navy Knox, Sec- 
retary of Commerce Jones, Ray- 
mond Rubicam of the War Man- 
power Commission, and Gardner 
Cowles of OWI, are thoroughly sold 
on the power of advertising. 
| §. There are strong forces in 


It possesses full art-copy qual- 
ity, as required by makers of 
fine color plates. That is why 
leading agencies rely on our 
print service, 


A Chromart can be dramat- 
ically displayed, retouched, 


Congress and in the advertising and 
publishing industries who believe 
that government paid advertising 
would be looked upon as a subsidy 
and attacked with the same vigor 
that characterized the ‘“‘Bundles for 
Congressmen” cry 

6. The “why pay for advertising 
when we can get it free” attitude 
expressed in some quarters. This 
has been fostered by the radio li- 
censing system, which requires 


pasted into artwork. A 
Kodachrome cannot. 


Price. start at $38. 
gate! 


PHOTOCHROME 


837 North Fairfax, Hollywood 
Overnight by Plane 


Investi- 


ied 
My family was worrle 
“Certainly glad I stop at recognized hotels on 
any business trips. Once, serious illness 
deve oped suddenly at home. Though I'd left no 
ling address I was easily traced to my 


hotel by phone.” D. B., Rochester, New York. 
AMERICAN HOTEL ASSOCIATION 


FOR A FRESH START 


STOP AT A HOTEL 


Rin? 


creating no} 


recruiting cam- | 


furniture | dia divided between Robert Horton, | 


|and Lowell Mellett, chief of the bu- | 


manual will also be Chests” such as those contributed | 


Consolidation Due 


Expected shortly is a consolida- 
tion of two advertising departments 
that existed before the creation of 
OWI. 

They are the advertising division 
|of the Office of Facts and Figures, 
,headed by Ken R. Dyke, and the 
|industry campaigns section of the 
‘now disbanded information division 
of the Office for Emergency Man- 
agement. 

The latter department, headed by 
H. A. “Drew” Dudley, formerly 
consumer sales manager of the Wm. 
| Wrigley Jr. Company, has been en- 
| gaged since last October in plan- 
ning such programs as the WPB 
production drive and the WPB 
salvage drives in cooperation with 
the advertising industry. 


| Both Mr. Dyke and Mr. Dudley | 


jare expected to remain under the 
consolidation, the former as a man 
jrecognized by the advertising in- 
dusty, the latter as one of the first 
advertising men to hold a respon- 
sible position in the government's 
informational services, thus famil- 
iar with the interplay of depart- 
/mental relations and _ procedures. 
| Mr. Dudley served as advertising 
| liaison man for the public relations 
| bureau of the War Department for 
/a year before transferring to OEM. 
| This consolidated department, 
when it is organized, will act pri- 
marily as a planning agency, serv- 
ing all government war agencies in 
developing the basic objectives, ba- 
sic copy themes, psychological ap- 
| peals, and timing for news releases, 
radio continuities, graphics and 
| advertising. 

Wherever possible existing per- 
sonnel in government departments 
will be utilized, as well as volun- 
teer help from the Advertising 
Council, the American Association 
of Advertising Agencies, advertis- 
ing clubs, and other organizations. 


Advertising Guide Likely 


Because the radio allocation plan 
developed by William B. Lewis and 
Douglas Meservey, both former ad- 
vertising men, under the old Office 
of Facts and Figures has won en- 
;}dorsement by advertisers and sta- 
tions, as well as by government de- 
partments, it is expected that OWI 
will shortly issue regularly a guide 
to war advertising. 

This guide will distill the essen- 
tials of domestic information pro- 
grams, and suggest copy themes for 
advertisers who wish to participate 
in the war information program. 

Participation by advertisers is 
expected to take three forms: 

1. Slugs, boxes, or logotypes, 
such as those used by many adver- 
tisers to support the war savings 
program in their normal advertis- 
ing 

2. Contributed advertisements, 
by industries which have no goods 
to sell, or industries working on 
war contracts, such as those ap- 
pearing in New York newspapers 
during the recent war bond pledge 
drive. 

3. Full campaigns, financed by 
private industries, in those few 
cases, like the salvage programs, in 
which an industry has a stake in 
the outcome. 


McKean Succeeds Grimes 

Charles P. McKean, DeQueen, 
Ark., has been appointed advertis- 
ing manager of “Home-Owned Store 
News,” Norman, Okla., succeeding 
| Earl H. Grimes, who is now a first 
lieutenant in the Army air forces, 
Chanute Field, Il. 


Tolleson to Nelson 

Walter G. Tolleson, senior account 
executive with National Broadcast- 
ing Company, San Francisco, will 
become top account executive for 
ithe new A. E. Nelson Company, San 
Francisco, when it opens formally 
this month 


Gets Grocery Account 

The Blaine-Thompson Company, 
New York, has been appointed to 
direct advertising for Graham Com- 
|pany, New York, packer of Redbow 
dried groceries. Spot radio and 
| point-of-sale displays, confined to 
'the New York area, will be used 


Supporters of Rolf Nugent's “in- | 
stalment selling in reverse’ plan 
within OPA are putting on the 
pressure these days, in an effort to 
|crystalize the proposal and iron out 
kinks. Chief of these are the diffi- 
culty of overcoming consumer re- 
sistance to uncertainty as to post- 
war pricing, and making effective 
some sort of priority on delivery 
when consumer goods are again 
javailable. Nugent backers see the 
|}next month or two as the crucial 
period for acceptance or rejection of | 
their anti-inflation program. Treas- | 
ury Department is receptive to) 
ideas that will lessen or eliminate 
the unpopularity of forced savings | 

and it would be nice to project 
some such plan before Election 
Day. 


By * * 
A vice-president of one of 
| America’s largest agencies says that 


appearance of new advertisers will 
be accelerated still further as the 
war goes on. 

” 7 “« 


Don't be too surprised if the space 
and time-selling function, as well as 
other traditionally male functions 
in the advertising realm, drift more 
and more into the hands of women 
as the war goes on. General Out- 
door Advertising Company is 
already testing the practicability of 
|female salesmen in several of its of- 
\fices, and other media are known to 
be giving consideration to the idea. 


| There's little sympathy in Wash- 
|ington for the pseudo market re- 
| search men who are “helpless” 
without many of the monthly in- 
dexes published by the Bureau of 
|}the Census before Pearl Harbor. 
Fact is that the Census has loaned 
!to the War Production Board and 
the Office of Price Administration 
more than 800 employes, the pre- 
1940 total personnel of the bureau. 
There just isn’t the manpower, the 
machinery, or the time to continue 


these peacetime activities. Market- 
ing men in the war agencies feel | 
strongly that private industry 
should step in to fill the gap so 
that it will be equipped to take its | 
part in mapping the “planned 
economy” that is “inevitable” for | 
several years after the war 


* * 


| Although the Justice Department 
jhas filed an injunction suit in an 


“lattempt to restrain James C. Pet- 


rillo from enforcing his ban on re- 
cordings, Assistant Attorney Gen- 


eral Thurman Arnold is not opti- 
mistic over his chances for final 
victory. He feels that the Supreme 
Court decision in the Hutcheson 
case in 1941 has virtually removed 
labor unions from the jurisdiction 
of the anti-trust laws, and that only 
new legislation can limit the ability 
of labor organizers to force the em- 
ployment of unnecessary workers or 
to ban the use of labor-saving mate- 
rials. 


Matthews to Centaur 


Basil W. Matthews, with Pedlar 
& Ryan for the past 10 years, has 
been appointed advertising manager 
of the Centaur Company, Rahway, 
N. J., effective Sept. 14. He will 
supervise advertising of Fletcher's 
Castoria, Z. B. T. baby powder and 
Molle brushless shaving cream. 


\the past six months have witnessed 
the debut of more new advertisers 0: 
| than any other comparable period | 
in recent history. He believes the | 
| 


The wives that figure in Duval 
County's 210,143 population (1940 
U. 8S. Census*) might well say to 
you—if you asked them: “How's 
your spending money ?"’—Jackson- 
ville Was never so prosperous . ‘ 
not even back in the glamour days 
We have two great cigar factories 
(a two-million dollar payroll), an 
important paper mill, dry-docks, 
shipbuilding plants mine-sweeper 


plants, and a shoreline that fairly 
bristles with contracts for an 
America at War.” 


ADVERTISING 
WHER SALE 


E 
Ci one. 


/ 


*During the month of May, 1942, 
247.168 Sugar Rationing Cards were 
issued in the corporate city limits 
of Jucksonville alone, 


An afternoon paper has an ad 
vantage Mornings are rushed 
by the quick getaway After 
work, these many wage earners 
can quietly appraise values, But 

the big point is this—Duval 
County alone is a major mar 
ket And The Journal concen 
trates HERE, 


JACKSONVILLE 


FLORIDA- 


JOURNAL 


REPRESENTATHVES 
QlOHN H PERRY ASSOCIATES 


. . . Write or Phone for 
one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


. + You'll find it a 
satisfying number 
because it opens 
the quick and sure 
way to the com- 
plete and econom- 
ical handling of 
your production 


requirements. 


2 
wn 


Ad-Setters - Engravers - Printers 


© 
si 
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DAY AND NIGHT SERVICE 


504 Sherman St., Chicago - Wab. 7820 


PRINTING 
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The mighty moving Stream... 


Somewhere off the Lesser Antilles, the hot 
sun sets the surface sea water in motion .. .starts 
a northward current through the Caribbean, 
into the Gulf, around the Florida peninsula, 
north and east to the British Isles. 

Off the beaches of Florida, you can see the 
Gulf Stream, a lighter blue than the darker 
ocean...a warmer, fifty mile wide river, a half 
mile deep, moving northward eighty to one 
hundred miles a day ... a gift of three knots an 
hour to shipping, sparing the fuel, the shafts 
and the seams of the tramps, tankers, banana 
boats and passenger liners coming north. 

Nature made the Stream a traflicway for 
shipping ... Nature, instinct and habit make 
trafhieways for advertising, too. Color, the 
picture, the graphic story claim the eye and the 
mind quicker and easier than the grouped letter 
forms, the acquired art of reading... For all 


ages, all types of minds—and purses—the 


Sunday comics have a universal interest and 
appeal and represent the easiest access for 
advertising to large audiences. 


Metropourran Grovupis acombination of 24 
big Sunday newspapers published in 19 cities, 
but providing major family coverage in more 
than a thousand! With a readership of 81% 
among men, 79% among women, and virtually 
100% among children, Metropolitan Group 
comics have the widest reception of any media. 
Habit makes the reading regular, every week. 

Metropolitan Group takes in 12,000,000 
families 


the best in the best markets that 
account for two-thirds of all retail sales. With 
major coverage and penetration of major mar- 
kets, Metropolitan Group comics sections are a 
major traffieway for advertising . . . at a cost 
comparable with r.o.p. . . . worth the serious 


investigation of any national advertiser. 


Metropolitan Group 


Baltimore Sun « Boston Globe « Boston Herald « Buffalo Courier-Express « Chicago Tribune 
Cleveland Plain Dealer « DesMoines Register « Detroit News « Detroit Free Press * Milwaukee Journal 
Minneapolis Tribune & Star Journal « New York News « New York Herald Tribune ¢ Philadelphia Inquirer 


Pittsburgh Press * Providence Journal « Rochester Democrat & Chronicle « St. LouisGlobe-Democrat « St. Louis Post-Dispatch 
St. Paul Pioneer Press ¢ Springfield Union & Republican ¢ Syracuse Post-Standard ¢ WashingtonStar « Washington Post 


220 E. 42d St., New York « Chicago: Tribune Tower « Detroit: New Center Bldg. «+ San Francisco: 155 Montgomery St. 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


MODEL V CABINET SHOWER EMERGES GREASE DRUMS 


WEISWAY MODEL V 


the Way to Post.w,, thie 
Its 


—asatatn 


gridge> 


” 
K 


FOR HOMES OF THE FUTURE 


FOR WAR TIME HOUSING 


e 
ee eee sa : . A model who usually features garments, 
ce ston es st | tee ; not greases, poses on three Victory 
ee aaa ape | a * drums developed by Standard Oil Co. 
onan wen comeepeeange e- we. He Gan setey GuamaaT inwsaea of Indiana to market heavy lubricants, 


ee ee 


Pn WELSH Shcxecad 


Typical of pre-war advertising of the Henry Weis Mfg. Co. is the copy at the left 

playing up the extra-bath-in-the-home theme. In messages now confined to the 

trade, Weis at the right not only emphasizes its wartime market but points to a 
heavy post-war demand for shower cabinet bathing. (Story on Page 14.) 


rich greases, petrolatums, etc. Instead of 

walsylal vital steel, the new containers are con- 

structed of laminated wooden sheets, 

with the only metal in fasteners and a 
lift ring. 


WAR QUOTAS 


DISPLAYS HELP PRODUCTION DRIVE 


’ * 
” ~ 


TREY RE ALC WEAPONS ~ 1m AMERICAS FIGHT FOR FREtbOm , aaa , 


A labor-management committee of Gen- 


. pi te eral Tire & Rubber Co. erected this 

giant display to show weekly progress of 

Shadow-box" displays such as this one are being used by Union Fork & Hoe Co. quotas for production of tires for Army 

‘t entrances to the company's various plants to impress upon employees the vital planes, combat cars and other military 

mportance of war production and the heavy cost of carelessness and mistakes. units. When quotas are met, a bomb 

The peacetime manufacturer of farm and garden tools dramatizes the latest from a nearby mortar announces it to 
type bayonet, which it is producing for the U. S. Army. the entire city of Akron. 


SWIM SUITS SPICE SUMMER CAMPAIGN FOR LINIT POWDER 

' , ay 
“a «be. 
dots 


Ld 


sy When your back* feels When the sun burns your insteps* 
like a sheet of flame— hop into @ LINIT BATH! 


~ 


‘ 7” ; there's quick retiel from sunburn in o cooling __ 
oan —_ . Linit Beth Doctors recommend Lint {starch 
‘take a Bath in LINIT! om on) © o ettective, mexpemive oe 
7 . mwicent — 4 soothes! 
_— eas : the first soothing step to sunburn relief ko in @ tub of tepd woter, swith ao cuptul or 
be wertens Linit Both Linit (storch from cor) is on effective more of Lunt step in ond relics wo ts biend 
Te —« ~ WMexpensve demulcent— it soothes! ovth-hke woter, Step cut pot yourself dry 
* . Swish © cuptel or more of Lint in o tepid tub A powdery “film” of Linit covers your skin 
fep into this blond, milk-like woter — rela helps to alloy mflammation, to protect agowst 
for @ few minutes in its refreshing relief. Step mnitoton 
o~ 54 ourself dry. A powdery coating” of enter a Ge an a 
Lint clings to your shir — helps to allay inlomma owt for over eaposere ond ponte! burns = \ 
AUG: ton, '© protect agommst irrtotion 
stu *THE 6 “TENDER AREAS” 


————— wartt wrmern” 
pp ToRY 
Ts goed to vew \ @ewidesn © Zbet « 5 wat Seawe fot 
owe , 


© Qegte «© 5. Becks of beens © 6 rte by S28) \4aNT 
WORTIWEAR ine 


#THE 6 “TENDER AREAS 


\, Bette © 2 bet © 3 ae 
4, High © F, becks of tne © 6, instep 


Meet sate levtes wit 
= hchy lewted bro 


} | rid y a2? WA for Quick \ Sunburn Relief 


of swim suits by the country's leading manufacturers take a prominent place in the 1942 campaign for Linit bath 
Powder oduced by Corn Products Refining Co. The name and maker of each suit, plus a description of the fabric and 
*ttern, -@ identified in each ad. Insertions have been appering in The American Weekly, This Week Magazine, and the 
New York Mirror and News. C. L. Miller Co. is the agency. 


ALL GROCERS / 


mt] 


UStrat 


GIVE THE LITTLE GIRLS A BIG HAND 


j r ¢ ONE hae i | AS . 
% a 
x 


HM ool te louriui Von hes Ghats to Plaoericun Coaiank 


& 


Tar See Bee SEY See 


With the exception of the trademark, completely absent from these Vanity Cor- 

set Co. advertisements is any mention of products. The series, which was prepared 

by B. D. lola Co., New York, is currently appearing in trade media, and may 
be used as consumer copy later on. 


GLASS PACKAGES FILL NEW WARTIME ROLE 
Sere 


Typical of the uses to which glass containers now are being put are the above 

examples assembled by Anchor-Hocking Glass Corp., to show the variety of 

products and brands. A majority of the non-critical food containers depicted 

in the lower panel are sealed with Anchor caps. Paint jars of various manufac- 
turers are shown in the upper panel. 


THE POST-WAR SALESMAN'S CAR 
Before Long, Sales and Salesmen 


Will Be Going Cp Vogether... 


in the Family Gar of the Air” 


4 * ap be 
thean, Hard 

toe cop i 0 dito r 

being done ar 

Mors I howe that Ayre 

ve tered as soon 


FREE 
“Keep For Tihying Wings 


THe CESSNA AMCEAFT COMPANT 
010 Woman 


Salesmen will be covering their territories in their own “Family Car of the Air,” 
Cessna Aircraft Co. predicts in the latest of its series of full-color advertisements 
in Collier's, The Saturday Evening Post, Time and aviation publications. And the 
salesman's wife can use it for easy, 200-mile shopping trips, since “flying for 
everyone” is ready to be offered as soon as the war ends. Gardner Advertising 


Co. is the agency. 
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An Encyclopedia 
of “Know How” Facts! 


Complete Shop Guide 


to Maximum Production 


American industry is being called upon to double 
again its present record-breaking production — and 
to do it with a minimum of added equipment, and an 
army of new and inexperienced workers. 

To solve this problem, Donald Nelson, Chairman 
of WPB., says: — “It is essential that production and 
maintenance “Know How’ be transmitted to every 
superintendent, engineer and worker engaged in our 
war production program.” 

Answering War-Industry’s Needs — NOW! 

MILL & FACTORY will do this job! For the first 
time in the history of industrial publishing a maga- 
zine has collected the “Know How” of production 
and maintenance in a single issue that will enable 
plants to meet the staggering manufacturing pro- 
gram essential to winning the war. 

The November issue of MILL & FACTORY which 
will contain this material is to be a veritable hand- 
book for increasing production; conserving materials, 
equipment and machines; and getting the much 
needed military equipment to our fighting men. 
More than 30,000 superintendents and engineers in 
America’s leading industrial plants will use this 


number as a guide in meeting their new production 
and maintenance problems. Labor Management 
Committees in over 1,500 war plants will use it as a 
source of study and discussion. Industrial distribu- 
tors, manufacturers’ agents, consulting engineers and 
top executives all will keep, use, and refer to this 
issue for many months to come. 


Strategic Spot for Your Story 

You, too, can help the war production program by 
providing facts and information covering the use of 
your products in this “Know How Handbook”. Such 
advertisements will get industry-wide distribution 
among the men who determine production policies 
and purchases in all war industries — and who must 
have this essential “Know How” information of 
better methods, materials and equipment in order to 
produce the arms essential to win the war. 

MILL & FACTORY ’S November issue offers a way 
to “spotlight” your product where it counts and where 
it will be used as a production and maintenance 
tool for the duration! Conover-Mast Corporation, 
205 East 42nd Street, New York City; 333 North 
Michigan Avenue, Chicago; Leader Bldg., Cleveland. 


Ses ot om 


MILL‘ FACTOR 


A Conover-Mast Publicatio 


SEs SE par: . gate 


Never before have the “know how” facts 
of war production been so completely 
assembled as in the November issue of 
MILL & FACTORY. It will contain five 
complete “how-to-do-it” sections, cover- 
ing large and small plants: 

1. Electrical 

2. Power Transmission 

4. Materials Handling 

3. Machine Tools and Accessories 

5. Building and Power Plant 


PLUS: Case studies of "know how” 
training, maintenance systems and su- 
pervising women workers; how to 
make equipment do double duty; use 
of all types of war-plant machinery, 
tools and equipment. 

MILL & FACTORY’S November issue 

contains the first comprehensive plan 

ever published to help the Nation train 
and equip 10,000,000 new workers, 

1,000,000 new supervisors and 100,000 

new superintendents...to build the 

World's greatest fighting machine! 
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